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The Academy for Educational Development (AED) ts 
an independent, nonprolit organization that addresses 
human development necds through education, 
communication, and information. Under grants and 
contracts, AED operates programs for government and 
international agencics, educational institutions, 
foundations, and corporations. Since its founding in 
1961, AED has conducted projects throughout the 
United States and in more than 100 countries in the 
developing world. 

In partnership with its clients, AED seeks to increase 
access to learning, transfer skills and technology, and 
suppor institutional development. 

Eor further information about AED publications, 
contact Frances Hays, publications coordinator. 
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Focus groups are a widely used marketing tesco t) 
tool in the Western world. In the past several years. as 
social marketing has gained popularity, focus group 
research has become extremely popular in developing 
countries as well. Being the most “low tech” of the — 
marketing research techniques that exist today, !ocus 
group research provides a fast, easy and practical way 
of getting in touch with the target population unde! 
investigation. 

But the inherent chance for the misuse of locus 
groups is great. This is particularly true where the 
communication infrastructure is not fully developed 
making modifications and “bending the rules” a 
bape ee The purpose of this document is to proviciv 
practical guidelines for the correct use of focus group 
research, as well as suggestions for modifications lo 
Third World realities. 
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“WHAT'S QUALITATIVE 
| RESEARCH? 


© Qualitative research is a type OF” Ie 
ae offers specialized techniques for asl: Ue. 
_} depth responses about what people think and how HY y 
feel. It enables program management lo gain insigh 
into allitudes, beliefs, motives and behaviors 4 the 
target population. When applied properly, qua an oe 
techniques are used along with quantitative techniques 
‘lin an interrelated, pomplementary manner. For ; 
it example, the qualitative approac provides depth of 
‘understanding about consumer responses, whereas the 
‘| quantitative approach provides a measurement of 
consumer responses. By its very nature, qualitative 
~ research eas with the emotional and contextual 
aspec!s of human response rather than with objective, 
_ measurable behavior and attitudes. It adds “feel, 
® “texture” and nuance to quantitative findings. 
Qualitative research is conducted to answer the 
~ question why, whereas quantitative research addresses 
! questions of how many or how often. The qualitative 
| research process is one of discovery; the quantitative 
research process pursues proof. : 
Additionally, the qualitative nature of this research 
~ applies not only to the techniques for eliciting 
responses, but also to the qualitative naturc of the 
analysis. Qualitative research Is interpretative rather 
than descriptive. It involves small numbers of 
respondents who are not generally sampled on a 
‘probability basis. No attempt is made to draw firm , 
a or to generalize results to the population at 
arge. 

The two primary qualitative research techniques are 
(1) individual depth interviews and (2) focus group 
discussions. These will be discussed in greater detail in 
. later sections of this document. Emphasis will be 
__ placed on focus group research. 
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- WHAT ARE THE ROOTS OF > 
_ QUALITATIVE RESEARCH? , 
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* ’ Historically, qualitative research grew out of several 
disciplines: literary criticisms, social sciences and 
psychoanalytic theory. The nature of qualitative 
analvsis is tied to literary criticism and to the social 
sciences. The interpretation and synthesis of ideas and 
concepts haSalways been part of fiterary criticism, and 
the Ivpe ofulitative analysis that requires insight and 
umination is part of sociological tradition. The 
Interviewing techniques of qualitative research grew 
laryely ev’ of psychoanalytic theory. These techniques 
wer = anplied to the marketing field in what was 
Kno i os motivational research, research that used 

~ highly intensive, in-depth, individual interviews 
supplemented by projective and other psychological 
lests, These techniques were aimed at understanding 
the motivations and reasoning behind the verbal 


responses, and they: required an extremely high level of 


Pern ne) skill lo both implement and evaluate. 
otivat “}research as il was practiced in the 1930s 
Is ho jonyer in-use today, However, qualitative research 


EE EEE 
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continues to play a very important role in the lield ol 
marketing, and the qualitative techniques employed 
have been continuously refined and developed. Despite 
this evolution, it is important lo recognize the roots of 

ualitative research in order to understand the basic 
premises upon which it is built. If a researcher is not 
applying some aspects of these original 
disciplines, he/she is not conducting true 
qualitative research. 


WHY USE QUALITATIVE 
RESEARCH? 


There are both conceptual and practical reasons for 
using qualitative research. The primary conceptual 
reason for using qualitative rescarch is that it provides 
greater depth of response and, therefore, greater 
consequent understanding than can be acquired 
through quantitative techniques. In addition, 
qualitative techniques, particularly onc-on one 
interviews, enable the researcher to ic together 
clusters of behavior that relate to a given consumer 
decision or action. For example, a program manager 
may want to understand in greater detail the chain of 
decisions that leads to trial of an oral rehydration salt 
(ORS) product. In a qualitative study, the program 
manager can identify the relationship of all of the 
various decisions at an individual level, getting a clear 
picture of the complete adoption process. A 
quantitative study would instead provide data on 
individual steps within the process —for example, the 
number of outlets visited, the price consumers are, 
willing to pay, the level of product awareness and so 
forth. | 
Another conceptual reason for using qualitative 
techniques has to do with the nature of qualitative 
research itself and how it relates to the decision 
process in research. It.can be argued that both the 
qualitative research process and the broader formative 
process retain major subjective or intuitive elements. 
The initial steps in the formative research process ~ 
that is, defining the problem and information needs, 
formulating hypotheses and defining variables — are all 
essentially intuitive and therefore qualitative in nature. 

In addition to the above, there are many pragmatic 
reasons for using qualitative research methods. 


Cost. In general, qualitative research is more 
economical than quantitative research. 

Timing. Some qualitative techniques, particularly 
focus groups, can be executed and analyzed quickly 
in the absence of data processing capabilitics 


Flexibility. The study design can be modified while it 
is in progress. 

Direct link with target public. Qualitative 
techniques give program management the 
opportunity to view and experience the target groups 
directly. 


Technical facilities unnecessary. Qualilalive 
research can be conducted in areas where no 
computer or other technical facilities are available. 


eo Rm | 


are 


PROBLEMS WITH QUALITATIVE 
RESEARCH 


One Major problem caxmts with Qughlauve toscareh 
IIS Olen applied inappropriately. Hy Other words, 
qualitative research will sometimes be used when a 
Quantitative technique is more appropriate Or, 
qualitative research will be analyzed as i ili a 
quantitative study, drawing hard and fast Cone lasions 
OF Projecting responses mstead ol developins: 
hypotheses und gaining insights 

Another problem with qualitative researeb is related 
tw its subjectivity, Since itis highly dependent upon 
insight and interpretation, qualitative rescareh ts highly 
susceptible to subjective bias on the partotthe 
researcher or observer Because no hard data analysis 
is conducted, itis very difficull to verily whether the 
analysis Of qualitative datais comect And, because of 
the nature of qualitative techniques themsclyves. ih ts 
even difficult to determine whether the tescarebe as 
being conducted properly. As atesull, Hany qulilalive 
researchers in the field today have only mareinal or 
mediocre experience |inally, because qualitative 
research has a hivh deeree of Hexibility and does not 
require a hivhly structured questionnaire lormiat, its 
possible for the researcher or program manager to be 
undisciplined and not fully think through the research 
issue. 

Much controversy has been associated with 
jualitative research because of its potential pitlalls A 
200d deal of discussion in the research Held centers on 
how to ensure the quality ob qualitative rescarehy, vel 
users and practitioners sull do nol agree on many of the 
aspects of good qualitative research 


HOW IS QUALITATIVE 
RESEARCH USED? 


— Qualitative research Is used largely in four general 
ways: (1) as a tool to generale ideas; (2) as a step in 
developing a quantilalive study; (3) as an aid in 
evaluating a quantitative study; and (4) on occasion, as 
the primary data collection method for a research topic. 


1, Atool to generate ideas. 


¢ Tostimulale ideas by providing program 
management wilh first hand experience in 

observing and hearmy the target population, 
observing them interacting with the product, 
discussiny the practice, or listening to their 
language about the tssucs This behavior and 
language may be quite dillerent irom that used or 
imagined by the program manager, 

¢ To develop new ideas for the CommMunicahons 
stralevy, the product positioning or CrCalIVe 
execulion. 

¢ Toexplore the ideas and messages the target 
population perceives in visual or verbal simul 
such as advertisiny, brand names, packaging and 
posters. 


: 
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Is Nal yet uble to PPO Teram uate SPO HICS 1% GURUS 
CONduCcE a Quantitative study 


A preliminary step to aid in developing . 
quantlative study. : 


ie develop hypotheses about the thought und 
CEISION Making processes of the lareel 

Population as they relate to the product, prack 

or issue being researched 

To specily particular information needs for the 

quantitative study 

To help identity the types of peaple to be 

IDLOrViIe we'd Wn Ie GQuditilative study bk 

example, the primary and secondary target 

populations and the relevant decision Makers 


ho didn the development of question wordinye 
and sequencing lorexample, to identity all ott 
altributes of a particular product that should ) 
included in the quantitative quesuonnawe 

To assist in problem identification and 
definition - for example, to develop hypotheses 
about the reasons tor a sudden drop in usave vo 
particular product, or discontinuance ol a 
particular practice 

To select and refine materials for a larger 
quantitative study --for example, qualitative 
research can be used to reduce the number ol 
advertising concepts being evaluated or lo reli 
the concepts prior to going Inte A quantitauve tes 


A way to help understand the results of a 
quantitative study. 


To explain, expand and illuminate quantitative 
data--lor example, to understand the reasons Ic 
an unexpected finding. 

To gain some understanding about the reasons fi 
certain trends-- for example, to understand why 
mothers who have tried ORT (oral rehydration 
therapy) are nol reusing it. 


To describe the factors that are affecting an 
attitude change —for example, to illuminate wh 
one particular piece of advertising or promovion 
more persuasive than another lo the targyel 
audience. 


The primary data collection method. 


Some research problems do not lend themselve 
casily lo a quantified approach and, therefore, 

ualitative research may be used as the primary 

ata collection strategy. For example, when a 
bank wants to understand how ils pension and 
trust department would be marketed to large 
corporations, a quantitative technique would In 
inappropriate lor such a small sample and | 
detailed topic. The best approach in this cast 
might be to conduct a serics of ONE-ON-ONE 
interviews with chief financial officers from 
twenty firms in the marke! 
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| In asking “Why?” the experienced qualitative 
EE KEYS TO SUCCESSFUL iesearahorsel He careful to: (1) ask in a neutral 
LITATIVE RESEARCH manner; (2) avoid leading the respondent; (3) as 


one question al a lime, and (4) note verbal and 
nonverbal clues of confusion or evasion from th: 
respondent, Therefore, when applied, the art of < 
“Why?” is like the workings ofa detective who is 

to uncover the perpetrator of a crime. The last thii4 &. 
detective will do is ask the suspected criminal wn 
murdered the victim. A good detective, like a good 
researcher, will use indirect questions, projective 
techniques, observation, body language, symbols 
and experimentation. 


; ee keys to conducting good qualitative 
oc the antes must develop the arl of 
Why>' Second, the researcher must develop ; 
‘listening. Third, the researcher must approac 

ich as a creative process of investigation. 


of Asking “Why?” 


tive researchers have been developing the art 
“Why?” for many years. Paul Lazarsteld 
article on the issue in 1934 pointing oul thal 
tening to the answers to an open-ended , 
could resull in a conlusing overlap of various 
3, product attributes and individual 

ns. He urged the following: 


“why?” questions be given specificity so thal 
elements can be untangled. 


juestions be specifically tailored to fit the 
lence of the respondents. 

ne recognize the biases or assuMPLIONS 
by every researcher so thal we are in fact 
3} whal we really want lo know. 

atize these three points, Lazarsfeld quoted 
« Chesterton detective story: 

Ou ever noticed this: that people 

‘ answer what you say? They answer 
you mean or what they think you 

|. Suppose one lady says to another in 
duntryhouse, “Is anyone Staying with 
‘The lady does not answer, “Yes. the 

*, the three footmen, the Parlormaid, 

9 on,” though the parlormaid may be 
room or the butler behind her chair. 

ys, “There is nobody Staying with us,” 

ing “nobody of the sort you mean.” 

Ip a doctor inquiring into an 


The Art of Listening 


The art of listening takes time and practice to deve » 
fully. Qualitative researchers must be acutely aware & 
the fact that accurate listening is extremely difficul 
thal listeners often make unconscious errors. Tru: 
crealive listening requires a high degree of SENSI ivy, 

(intuition and reflection, as well as accuracy. Some 
things to keep in mind about listening include: 

¢ Active listening is closely related to empathy, or 

ability to identify with another in terms of the 
thal person would feel or act. 


e The way things are said may reveal more of tre 
intended meaning than the words that are spc kew 

© Good listening requires hearing what is mear Ce: 
well as whal is said. This means picking up o 
nonverbal clues — indicators of anxiety an 
uncertainty, of confidence and assertiveness 
Hesitations, silences and variations in word Chutes 
are also relevant. 


Rescarch as a Creative Process of Investigatio: 


Qualitative research, then, is very much like the 
investigatory process that would be Carried out byQ 
detective. Although some specitic techniques an 
Standard questions are almost always applied, the we 
to getting the right answers is to adapt and create Ne 
Process to suit the specific research issue. It generally 
docs not work to apply an “off-the-shelf” approach, 
Just as no two crimes are alike, no two qualitative 
research projects are alike. A high level of-creative 
thinking must be applied to each new Situation ifthe — 
qualitative research process is to be truly successful 
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TABLE 1-1 
DISTINCTIONS BETWEEN 
QUALITATIVE AND QUANTITATIVE RESEARCH 
INTERRELATED 
QUALITATIVE QUANTITATIVE 
Provides depth of understanding Measures level of occurrence 
Asks “Why”? Asks ‘HOw many?" 
“How Often?” 
Studies motivations Studies actions 
Is subjective Is objective 
Enables discovery Provides proot 
Is exploratory Is definitive 
Allows insights Into Measures level ol 
behavior, trends, and so on actions, trends, and so on 
Interprets Describes 
rr en ———————— 
- 
EXHIBIT 1-1 NCS 
QUALITATIVE RESEARCH ILLUMINATES QUANTITATIVE FIND = 
AN EXAMPLE 
¢ A manufacturer of 35mm cameras conducted a national advertising campaign designed to illustrate the simplicity 


TORT , ton int ; igh awareness O! the 
: the product. A quantitative evaluation of the campaign indicated that there was very dg, it seers that the 


-..duct and of the campaign, but that there continued to be a perception among the non-3: gettin — 
:. duct was too Zomipiicaled for them to use. In order to salle more clearly the SS urea ee ind 
- stutacturer could put together several focus groups compose of those individuals eo the corner can simple 
--tnembered the advertising, but who were nol convinced of the basic es th sarily the A ieiail to the COnSUMETS 
~n.augh for them to use. Focus groups would give the manufacturer the ability to listen | 


:usons for feeling this way about the product. 


TABLE 1-2 
QUALITATIVE RESEARCH APPLICATIONS 


EARLY EXPLORATION FOR 
IDEA GENERATION AND 
DIRECT EXPERIENCE OF 
TARGET POPULATION 


eee ok Ss ON Pe aS | ny feo 
Riaeewees «ete enh & oh sey 
"Ll ey s GD | EPS Me oar: 
r x yt a: Prk §! Shet 


; f = EXPLAIN, UNDERSTAND AND 
PILOT FOR QUANTITATIVE STUDY: ff I  jLuowiNATedol aaaanene 
EXPLORATION, HYPOTHESIS BEHAVIORAL AND ATTITUDE 
DEVELOPMENT, LANGUAGE : 
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> ieee Ce © UNDERSTAND 
oon | QUALITATIVE pal TRENDS 
Seep RESEARCH a IN BEHAVIOR 
APPLICATIONS OR ATTITUDE 


TARGET 
SEGMENTS 
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HELP DEVELOP 
COMMUNICATION STRATEGIES, 
CONCEPTS AND TREATMENTS 


PROBLEM IDENTIFICATION 
AND DEFINITION 
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TIE TOGETHER CLUSTERS 
OF BEHAVIOR ON AN 
INDIVIDUAL BASIS 


OBTAIN INFORMATION FROM 
SMALL, ELITE” SAMPLES 
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To provide 4 atntnse of the ba 
“t's Characteristics of focus soups and | 
este © depth interviews, °°: 
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rviews and focus groups are two 


ivi th inte 
Individual dep h techniques. Focus groups 


"+" leading qualitative researcr 
i capita A on group dynamics and allow a Pe 


ie ide illed moderator into 

Lea of respondents to be guided by a skilled moder 

oa. / Prcreasing levels of focus.and deptb on the hey taseae 
the research topic. They are by far the most widely see 
qualitative technique. Individual depth Label ex 
focus groups, are characterized by extensive pro ing 
and open-ended questions, but they are conducted on 
a onc-on-one basis between the respondent and a 


highly skilled interviewer. 


WHEN TO USE INDIVIDUAL 
DEPTH INTERVIEWS 


Although individual depth interviews are less widely 
used, there are specific circumstances for which they 
/) are particularly appropriate. These include: 

Lite 
mets Complex subject matter and knowledgeable 
Wee respondents, For example, a study among 

é pharmacists or physicians on their attitudes and 
| practices regarding the treatment of a particular 
i disease. 

. Highly sensitive subject matter. A study 
| among women who have had an abortion 

r _ regarding their feelings about sexuality and 

family planning. 

Geographically dispersed respondents. A 
. study among population policymakers in eight 
# ii countries regarding their reactions to a document 
. ‘ ; on child spacing and maternal health. 


Peer pressure. A study among consumers to 
obtain, their reactions to a potentially 
controversial advertisement where a ‘‘social 


desirability’ response might cloud the real 
persuasive power of the message; for example, a 
| study of male teenagers to explore their attitudes 
a about sexually responsible behavior. | 


ij When individual depth interviews are being 
considered as the research technique, it is important to 
keep several potential pitfalls or problems in mind. 


_ “ere may be substantial variation in the 
_-erview setting. Depth interviews generally 
lake place in a wide range of settings; this limits 
the interviewer's control over the environment. 
interviews conducted in a hospital or at a store 
| ‘nay have to contend with many disruptions, all of 
; which inhibit the acquisition of information and 
limit the comparability of interviews. 


: There may be a large ga 
e Ue p between the 
ry respondent's knowle ge and that of the 
| interviewer. Individual epth interviews are 


“ae often conducted with knowledgeable i 
e: « spondents (such as physicians) yet 
#. administered by less knowledgeable 


interviewers, or by interviewers not complete 
; familiar with the pertinent social or cutural 4 
: context. Therefore, some of the responses may 
not be correctly understood or reported, 
Particularly in the case of the “elite” respondent, 


the respondent may have a desire to spcak 
beyond the limits imposed by the interviewer and 

to seek more interaction with the interviewer, 
widening the “knowledge gap” even further. 

The potential for management observation 

and feedback is limited. Because a program 
manager generally does not observe the 

interviews, the feedback procedure either does 

not exist or takes considerably longer to conduct. 

It is time-consuming to debrief the interviewer 

after each of the initial interviews is conducted 
(so that changes can be made). ’ 


Additionally, some key interviewer behaviors are 
important to the success of conducting depth 
interviews and should be kept in mind. It is important 
that the interviewer be able to: (1) accurately receive 
the information; (2) accurately recall the information. 
(3) critically evaluate the information; and (4) acl upor 
the information as it is received in order to regulate the 
interview process. 


Accurately receiving the information can be 
inhibited by interviewer fatigue, interviewer 
boredom, interviewer bias or expectation of 
answers, interviewer preoccupation with taking 
notes, and by technical pric foreign to the 
interviewer. Steps should be taken lo avoid these 
problems if possible. 


Accurately recalling the information can be 
inhibited by a confusion of content between, 
interviews, selective retention on the part of the ’ 
interviewer, and by the intcrviewer’s attempt to 
retain too much information. 


Critically evaluating information during the 
interview is a function of the interviewer's ability 
to identify the actual level of richness of the 
content being provided. It is important that the 
interviewer steer the respondent away from 
irrelevant information and induce richness when 
superficial answers are being provided. 


Ser upon the information being received 
and altering the interview as it takes place is 
important both within a given interview as well 
as across the scries of interviews. The ability of 
the interviewer to regulate the information within 
a given interview is really an issue of probing, 
focusing and staying on track with respect to the 
interview objective. Regulating or altering the 
process across a scrics of interviews is a matter of 
assessing information that has been accumulated 
from one interview to the next in order to refine 
the interview guide and make it more responsive 
to the overall objectives of the research. 


WHEN TO USE FOCUS GROUPS 


_ Focus groups are far more widely used than 
individual depth interviews. The main reasons focus 
groups are selected more often as the qualitative 
technique include: 
Group interaction. Interaction of respondents 
will generally stimulate richer responses and 
allow new and valuable thoughts to emerge, 


i 


: 


re 


i ; 
” ‘ 
‘Observation. The sponsor can observe the | 
discussion and gain lirst-hand insights into the 


. Fespondents’ behaviors, attitudes. anguage and 


feelings. This is Particularly important in the 


carly, “creative” stages ol program development. 


Cost and timing. Focus groups can be 
completed more quickly and generally less 
expensively than a series of depth interviews 


Examples of when the above factors might be 
portant are Provided in the following specitic 
»plications of focus group research. 


Idea gencration. A group discussion is_ 
conducted among pharmacists or physicians to 
generate new ideas for an improved ORS product 
(fod additives, vitamin A additives Navor 
additives, ete.). A group works best to build on 
ideas generated. 


Package design screening. Alternative 
package designs, either in concept or in prototype 


form, are Presented to potential user groups to 
reduce the number of concey 


Evaluation of message conce 
some rough, pre-production for 


to potential target audience 
and refinement. A 
creative personnel can 


group 


Problem identification 
group discussion is con 
USES LO generate hypot 
successful condom bra 
into a new region. Grou 
reading before plannin 


A more complete breakdown of 


when choosin 
interviews is j 


SrOUD Works 


8 between focus grou 


ncluded in 


Table 2-]. 


MS [OF a Quantitative 


Pts. Messages in 
m are presented 
STOUPS for evaluation 
Dest Decause 
€ present to view the 


and definition, a 
ducted among condom 
heses about why a 
Nd failed when introduced 
PS work best Lo get a quick 
§ 4 quantitative study. 


SSUeS LO CONSIde) 


Ps or depth 


TABLE 2-1 


WHICH TO USE: FOCUS GROUPS OR 
INDIVIDUAL DEPTH INTERVIEWS? 


‘'s te to consider 


Group Interaction 


Group/Peer 
Pressure 


Sensilivily of Subject Maller 


Depth of Individual Responses 


Interviewer Faligue 
Stimulus Materials 
Continuity of Information 


Experimentation with 
Interview Guide 
Observation 


+. YOUSTICS 


[ {stand Timing 


Use focus groups when... 


interachion of respondents may 
stimulate a richer response or new 
and valuable thoughts 


group/peer pressure will be 
valuable in challenging the thinking 
of respondents and illuminating 
conflicting opinions 


subject malter is noLSO sensitive that 
respondents will temper responses 
or withhold information 


the topic is such that most 
respondents can say all thal is 
relevant or all that they know in less 
Hsin ben marntibes. 


Lis desirable to have one 
interviewer conduct the research; 
several groups will not create 
interviewer fatigue or boredom. 


the volume of stimulus material is 
not extensive 


a single subject area is being 
examined in depth and strings of 
behaviors are less relevant 


enough Is known to establish a 
meaningful topic guide 


is possible and desirable tor key 
decision makers to observe “Tirst 
hand” consumer information. 


an acceptable number of target 
respondents can be assembled in 
one location. 


quick turnaround is critical. and 
funds are limited 


Use individual depth 
interviews when... 


eroup iMicrachon ts likely to be 
limited or nonproductive 


eroup peer pressure would inhibit 
responses and cloud the meaning of 
resulls 


subject matter is so sensitive that 
respondents would be unwilling to 
lalk Openly in a group 


Ihe lopreas such that ercater depen 
Ol response per individual ts 
desirable, as with complex subject 
Hither teh very Pow dedkeeabhe 
bespondents 


Lis desirable to have numerous 
interviews on the project. One — : 
Interviewer would become tatigued 
or bored conducting the interviews. 


a larger amount of sumulus material 
must be evaluated. 


ILIs Necessarv to understand how 
allitudes and behaviors link together 
on an individual pattern basis 


it may be necessary to develop the 
Interview guide by altering it after 
each of the initial interviews 


“tirst- hand” consumer intormation - 
Is not critical or observalion is not 
logistically possible 


respondents are geographically 
dispersed or not casily assembled 
lor other reasons 


quick turnaround ts not critical. and 
budget will permit higher cost 
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research, for example, where particular weather; 
conditions aflect susceptibility to a particular { 
ailment, or in political research, where great 
variations may exist among regions or between 
urban and rural areas. Variations in the level of 
literacy may be great enough to warrant conductin 
groups in different regions. 


| the researcher 

tting up focus group discussions, [Ne feoee’& 

pate Viale P umber of decisions about the design and 

implementation of the research. These depnicnes, By 
include determining the number of groups require 


h group. The 
the respondent qualifications for eac 
len ih sige: location and time for the groups must also 


be determined. 


DETERMINING THE FOCUS 
GROUP COMPOSITION 


Focus groups are generally conducted pene 
homogeneous target populations. Answering the 
question ‘Which respondent variables represent 
relevant similarities among the target population?” =} 
requires some thoughtful consideration when planning: 
the research. The following respondent variables : 
should be considered: 


DETERMINING THE NUMBER OF 
GROUPS NEEDED 


- In order to determine how many groups are needed, 
it is first necessary to gather some information or 
eci.erate some hypotheses about the topic under 
study—for example, the degree to which respondent 
age or geographic location Is important to the topic. 
Following the information-gathering phase, some 
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euidelines for setting the number of groups are as 
follows: 
| Conductat least two groups for each variable 
considered relevant lo the topic area. For 
example, conduct two groups among each major 
target population segment— males and females, 
users and non-users, younger mothers and older 
mothers—ifsuch segments are considered 
substantially different in attitudes or behaviors 
‘ related to the topic area. 


2. Conduct enough groups to rotate the order of 
communication materials presented in the 
group. When new product concepts, posters, 
advertising concepts or other stimulus matcrials 
are being presented to the group, it is critical that 
cnough groups be conducted so that the order of 
these stimulus materials can be rotated. For 
example, when evaluating two alternative 
message pieces, responses to the second one 
introduced will be biased by responses obtained 
(o the first. While this is true of all research 
methodologies, it is particularly true of focus 
groups, where opinions are verbalized in front of 
other respondents. Therefore, it is important to 

| conduct another group in which the order of 
Stimulus materials is reversed. 


Conduct groups until the information 
obtained is no longer new. That is, conduct 
groups until the outcome conforms ina general 
way with previous results. If two groups on the 
same subject produce wildly different results, it is 
necessary to explore this difference in additional 
groups to make the research results 
understandable and usable. 


4. Conduct groups in each geographic region 
where a meaningful difference is felt to exist. 
Such differences are ere to be important when the 
sda Or the behavior being studied is influenced 

y climate, weather, water conditions, local 
economic conditions or some other geo raphic or 
economic feature. Such variations are also 
important when the topic under Study is influenced 
in some meaningful way by culture or local 
lifestyles. Geography would be importantin medical 


~ 


|. Social Class. It is always advisable to conduct a - 
group session among respondents who have 
similar social status. When social classes are 
mixed, the more literate and articulate higher- 
class respondents may suppress participation by 
the lower-class respondents, who may feel 
inadequate even when they may know quite a bit 
about the subject matter under discussion. In 
developing countries, social class#Or social status 
may be related not only to socioeconomic factors 
but may also include specitic village level roles 
that should be considered carefully when 
selecting the group 

2. Lifecycle. The place where the respondent fits in 
the lifecycle relevant to the topic under discussion 
may be critical, and respondcnts at substantially 
different points in the lifecycle should generally 
not be included within the same group. For 
example, new mothers or women who are newly 
involved in family situations may respond ; 
substantially differently from older mothers or 


mothers with a larger family, even when the basic , 


age of the mothers is similar. In such cases, the 
less experienced mother is apt to deter to the 
veteran. 


3. User status. Generally speaking, it is best to 
separate users of a given product from non-users. 
or to separate practicers from non-practicers.. 
However, there may be reasons for including 
them in the same group, such as when the 
intention of the group is to explore or highlight the 
contrasts between such groups. This mixing of 


user status Is only feasible, however, ifthe product | 
or behavior carries no social stigma. For example. . 


smokers may be considered “bad” by non- 
smokers. Similarly, if non-users of a particular 
product would be considered by users to be lazy. 
Stupid or in some other way negative, then the” 
two should not be integrated in a single group 
session. | 


_ On the other side of the issue, it is very difficult to 
Interview both users and non-users in one group 
since conflicting opinions within the group may 
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nvite either a “rational’’ detense or a “withdrawal” 
»y those who perceive their opinions to be in the 
‘minority. Often, separating users from non-users 
enables the researchers to see the two points ol 
.eW more clearly. Additionally, when users and 
:.iN-users are included in the same group, it 
.«nerally means that half of the group will have 
s.thing to do while the other halt is talking, and 
..¢ Versa. This does not contribute to positive 
soup dynamics. 

. Level of expertise. The level of experience or 
expertise that a respondent has can greatly affect 
n.s or her responses to a particular topic 
Respondents who vary widely in their level of 
experience should not be included in the same 
group For example, a respondent who has used a 
narticular product for a considerable length of 
sume may be different from a new user. This is 
narticularly true when length of usage 
.orresponds to the level af ihe respondent's 
xnowledge and expertise. This may be very , 
.mportant when dealing with focus groups among 
orulessionals or semi-professionals in the medical 
<ommunity, for example. 


Age/marital status. Depending on the subject 
matter under investigation, respondents of 
substantially different age and/or marital status 
zenerally should not be included in the same 
wroup. For example, focus groups conducted 
ubout the use of contraceptives gens married 
and unmarried women should not include both 
types of respondents, even though the two groups 
may be equally sexually active and may have had 
the same length of history of contraceptive 
product use. 


Cultural differences. Respondents of vastly 
varying cultures should not be included in the 
same group when those cultural differences have 
an impact upon the attitudes and behaviors of the 
tupics under discussion. 

Sex. There is a sharp division among locus group 
moderators regarding the ellectiveness of mixing 
sexes within a particular focus group. Some 
moderators believe this is never wise because it 
may inhibit conversation or interfere with the 
order and flow of discussion. Others feel it Is 
highly desirable to mix the sexes when the topics 
being discussed concern a joint decision. Most 
moderators will agree that it is acceptable to mix 
sexes when the discussion topic is not related to 
or affected by sex stereotypes. One approach for 
handling this dilemma is to experiment with both 
conditions and sev if the results differ. 


DETERMINING THE LENGTH OF 


THE FOCUS GROUP 


On rare occasions all-day or half-day focus group 
yessions are used for idea generation. As a rule, 
nowever, the focus group should not last longer than 
one and one-half to two hours. Frequently, when very 


specific information is required—such as re 
one Particular advertisement —the focus en 
as short as forty minutes : 


-aCctions 


up May ft 


DETERMINING THE SIZE OF THE 
FOCUS GROUP 


The accepted size for a focus group has traditionally 
been eight to ten respondents, but the trend has been 
moving to smaller groups, or what is Known as min 
groups. An optimal group, therefore, would consist of 
Ive lo seven respondents. This trend emerged in 
response to some of the following limitations or 
problems encountered with larger groups 
e Each participant's speaking time is substantially 
restricted. Dominant/submissive relationships are 
almost inevitable. 


e The group moderator is forced into a more 
directive role. 


e Frustration or dissatisfaction among group 
members is likely to result because of some 
members’ inability to get a turn to speak. This 
produces lower quality and quantity of outpul 


e Respondents are often forced into long speeches 
often containing irrelevant information, when they 
get to speak only infrequently. 


e The tendency for side conversations between 
respondents increases. 


In contrast, smaller group sessions are fell to provide 
greater depth of response from each participant. The 
group is often more cohesive and interactive, particularly 
when respondents are professionals, such as physicians 
or pharmacists. 

The key factor concerning group size Is generally that 
of group purpose. If the purpose of the group is to 

enerate as many ideas as possible, a larger group May 

e most beneficial. If the purpose of the group Is lo 
maximize the depth of expression from each 
respondent, a smaller group works better. 


DETERMINING THE GROUP 
SETTING P 


In the United States, focus group facilities wilh audis 
or video recording equipment, one-way MITrors and 
observation rooms are the standard. In developiny 
countries, such facilities are rare. Therefore, factors lo 
consider in determining the setting include the 
following: 


|. The setting should pr 
focus group participa 
where Souls participants can talk without 
observation by others who are not in the group. II 
may be necessary to station research team 
members outside the facilities In order to divert or 
entertain potential observers OF intruders 


ovide privacy for the 
nts. Select a location 


n where itis easy to hear 
respondents speak. Avoid noisy areas sO that 
respondents can hear one another and the 
moderator can hear all respondents. 

4 Select a comfortable location. Extremes oO! 
temperature or other factors can adversely affect 
the quality of the focus groups. 

4. Select nonthreatening environments. Be | 
sensitive to the socioeconomic status of the 
respondents and do not attempt to conduct the 
group in a facility that could inhibit their — 
responses or encourage them lo respond in a 
“socially desirable” manncr. Schools or 
government buildings may induce a desire to 
respond “‘correctly.”’ 

Select a location that is easily accessible by 
respondents. Even if transportation Is provided, 
lengthy travel time to and from the group could 
affect group resulls. 

6. If possible, select a group environment in 
which an observer can be present without 
disrupting the group. In countrics where 
observation facilities are not available, this can be 
accomplished by setting up partitions, using 
adjacent rooms with open doorways and so forth. 


Select a locatio 


DETERMINING THE GROUP 
SEATING ARRANGEMENT 


Generally, focus groups are conducted around a 
conference table, in a sitting room atmosphere or in 
, j 


some other room arrangement that seems natural t 
the respondents Whatever the environment, 
respondents should be seated In a manner thal 
encourages involvement and interacuion. Some 
guidelines include the following: 


Avoid designating status in the seating . 
arrangement. Respondents seated closest to the 
moderator or at the head of a table may project a 
higher status. The moderator should be alerted to 
the probability that participants seated in these — 
locations may require morc control to prevent | 
them from leading or disrupting the group. | > 


Make it possible for the moderator to have 
ood eye contact with all respondents, This |s 
important for controlling the group, bringing out 
shy respondents and subduing dominant oncs. 
Respondent name tags, enabling the moderator 
to call on group members by name, also facilitate 
moderator control and group intcraculon. 


Seat respondents at approximately equal 
distances from the moderator and clearly in 
sight of all other participants. This will | 
encourage interaction and a Iceling of being part 
of the group. It will also help discourage side 
conversations thal may occur when sore 
members are off to the side or too far away from 
the moderator. 


In developing countries where makeshift facilities 
are often used, the research tcam should be creative 
with the sealing arrangement. A traditional school- © 
house setting can be rearranged so that desks are 
moved out of rows and into a semicircle Itis not 
necessary lo accept things just as they are — take 
control of the environment and make it work! 


EXHIBIT 3-1 
THE THINKING PROCESS IN DETERMINING THE 
GROUP COMPOSITION AND NUMBER OF 
GROUPS TO BE CONDUCTED 


smaceutical firm was considering the introduction of a new high-potency multiple vitamin. Expecting tt 
ecutive high-potency vitamins were loyal to their current brands. the lirm hypothesized rg meen ~ st Usors 
nities Would be with non users of vitamins and among current users ol regular-streneth “ lip! = 
«termining whether opportunities really existed ¢ » these marke Sats ee Eee 
' | ul : aly ¢ ed among (Nese market seeyments, eight focus groups were 

teh with the following specilications , ie > SOUPS WEN 


croup I: Mixed male and temale respondents, aged 21 to 39, who are non-users of vitamins 
Group IH: Mixed male and lemale respondents, aged 21 to 39, who are users of regular vitamins 
Group III: Mixed male and female respondents, aged 40 to 59, who are non-users of vitamins 
Group IV: Mixed male and temale respondents, aged 49 to 69, who are users Of regular vitamins. 


all four groups were conducted in two separate regions for a total of eight groups. 


-.. rationale for the group specifications was as tollows 


Ages were segregated due to an expectation that the three age groups would possess dillerent needs lor (Ne 
sroduct and woulc subsequently display different attitudes toward its purchase and use 


e Users and non-users were segregated because it was felt that they would have clearly dillerent alias 
‘owards the product In addition, each group might have opinions about the other that would inhibit an open 


and productive disc usston 


e The groups were conducted in two markets, ONC East Coast market and one West Coast market, duce tvs 
iceling that different regional litestyles and cullures may influence acceplanee ol the product 


e Sexes were not segregated in the study. The primary reason was pragmatic, the client had tour variables o! 
-oncern: age, location, sex and usage, and varying each of them would have generated a need lor a total 0! 
SIXTEEN BrOUPs, OF eie ht Groups por market. [was fell (hab sixleun GrOUPs Wals CXCESSIVE, SODEN Wald selected 
‘ne feast important factor on which the group could be segregated. There was some clement of risk in Us 
secession: quiet, nondisclosing groups might sugges! that the information required was too sensitive for MIs“ 
Soups. 


Note: Analternative design would be to recruit only female heads ol households, as these women probably mak 
the purchase decisions Concerning Vitamins. This would have sacrificed the opinions of Male CONSUMeTS, bai 
nave allowed women to be more open about their attitudes towards vitamins 
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TABLE 3-1 
CHECKLIST FOR SETTING UP FOCUS 


GROUPS 


i mber of Groups Needed ae 
rua eee at least two groups for each relevant variable? 


e Are there enough groups to rolale the sumulus materials? 
e Were groups conducted until responses were showing similaritics? 
e Are groups needed in different geographic regions? 


rmine the Composition of Each Group 
ia e Are Papenceni of the same social class? 


Are respondents similar in terms of their ‘lifecycle’ or ‘experience status’ regarding the topic arec 
Can users and non-users (or practicers and non-practicers) be put together without stifling gré 


interaction? 
e Do respondents have similar levels of expertise on complex topics? 


e Is it important to separate respondents by age and/or marital status? 


e Are respondents of similar cultural background? 
Can males and females be mixed without inhibiting responses? 


e 
Determine the Length of the Group y 

e Can the information needs be met in one to two hours? 

e If not, is another research technique more appropriate or should additional groups be set up?) ° 2 


Determine the Size of the et ole 
e Will respondents be able to say all they know in ten minutes? (eight-ten respondents) 


e Is the subject complex enough for each respondent to give twenty minutes of relevant informatic 
(five-seven respondents) 


e Does the subject matter require a small. intimate group? 


Determine the Group Settin 
e Will respondents Rave sufficient privacy to talk freely? 


e Can all respondents see and hear one another? 
e Is the location accessible to respondents? 
e Will respondents be threatened or intimjdated by the location? 
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WORKING SESSION. 


DESIGNING A QUALITATIVE RESEARCH STUDY 
FOR PRENATAL VITAMi..- 


MAIN POINTS ADDRESSED 


e¢ Background of the Project 
e Overview of Fe-Natum Plus Research Des, 
e Phase I; Depth interviews Among OB/GYN 
— Key Findings 
e Phase II: Focus Group Discussion 
— Topic Guide 
— Onsite Screening Questionnaire 


SECTION OBJECTIVE 


1. To illustrate the process of research design by 
using a concrete example. 


CASE STUD 


PRENATAL VITAMIN SUPPLEMEN, 


BACKGROUND OF THE PROJECT 


any is planning to introduce 
a prenatal multivitamin and mineral supplement in a 
new type of formulation. It will be positioned againsl 
two other products, Materna and Stuart-Natal, Ils LWO 
main market compclitors in the ficld of nulriional fi 
supplements for pregnant women. The new product, 
Fe-Natum Plus, will include a necessary core OF ron 
surrounded by seventeen essential vitamins 
minerals. gages 

rhe product’s perceived superiority, 11s hoped, will 
be the incorporation of its targeted iron “delivery 
system,” a system that creates improved tron 
tolerability duc to a wax matrix designed lo release 
most of the iron in the duodenum and jejunum where I 
is best absorbed and tolerated. Bul because of its 
unique formulation, the daily dose would result in an 
oversized tablet. This problem has been resolved by the 
decision to turn each daily dose into two fair-sized 
tablets that could be taken cither al once or one al a 
time at different times during the day. 

Because of the established correlation between iron 
intake and constipation, especially among pregnant 
women, the manufacturer is particularly interested in 
exploring the viability of presenting Fe-Natum Plus as a 


A pharmaccutical comp 


and other 


welcome solution to the problem of iron-induced 
constipation among pregnant women and, of equa 
importance, exploring the question ol compliance 
related to the two-tablet dosage system 

There is also some indication thal women today 
taking a more active role in planning their nutrittol 
and gencral health care nie pregnant Introducin 
Fe-Nalum Plus directly to consumers, as well as lo 
doctors, may be a viable approach Therefore, four 
alternative positioning statements for Fe Natum Phi 
were developed. 


|. Scientific approach - “Introducing the only 
prenatal supplement with a time-release deliv: 
system.” 


2. Consumer/physician benefit = ““Introducin 
the prenatal supplement that does what you 


expec” 

3. Consumer “‘lifestyle’’ benefit — ~Introducin 
the prenatal supplement that fits into her/your 
lifestyle.”’ 


4. Physician-benefit, side effects — “Fewer si 
effects for her mean fewer complaints for you.’ 


Exercise 
Qualitative Research Design 
Prenatal Vitamins 
(to be Completed by the Reader) 


Respondent profile: 


Number of groups/interviews: 


“roups, composition of each group: 


a e 
Moderator/interviewer people: 


Rationale: 
Rationale: 
Rationale: eer ee 
Rationale: RRR Rae ee: * a 


7 


y 


7" 1 


Trree potential tay lines were also created 
Advanced design, enhanced perlormance | 

. ‘Is easier to take ' 

Designed with her/your comlort in mind: 


se manufacturer's intent Was to explore these 
dioning concepts and the tay lines Gas at Way ol 
oy an early reading on the viability ot and 
_rvach for introducing Fe-Natum Plus 


OVERVIEW OF FE-NATUM PLUS 
RESEARCH DESIGN i 


“isan outline of the actual rescurch sudteay 


stage I; Conducted sixteen Hctivigdal Depth 
Interviews amony doctors who were 
OB/GYNs, 
— In private practice 
— Writing al least five prescriptions a week 
for prenatal supplements 


suge 2: Conducted two initial locus groups among 

expectant mothers: 

— Mothers were at least three months 
preenant 
Women premnant for the fst tiie were 
mixed with women who already had 
children. 

— No qualifications regarding supplement 
usage or constipation problems were 
used. 


wupe 3: Conducted a final pretest of the winning 
concept(s) using quantitative rescarch. 


xutionale: Because the product positioning and 
“ative concepts were inan carly stage of 

-clopment. it was decided that qualitative researeh 

ald be used as an initial screening and thal the 

- ction was clear, the winning concept would go Into 

. ..duntitative test. 

‘0 significant differences were [ell lo be present 
_ovraphically because the two universes were already 
utrowly defined. Because there were indicators that 
st women were aware of the constipation problem, 
“¢ manufacturer decided to risk first ime expectant 
“others with more experienced ones. 


PHASE I: 


DEPTH INTERVIEWS 
AMONG OB/GYNS 


ACTUAL KEY FINDINGS: 


e Constipation was not Mentioned as the first or most 
immediate complaint associated with taking prenatal 


supplements Therefore, overall response to the 
concepts Was moderate 

@ itis difficult for doctors to as Chain Whe 
CONSUPALION aMone preenant WOMEN ts ior 
induced and when it is nol. Furth 
required lo quantily this link 


®@ No particular brand loyally concreed Meu 
prescnibing one supplement aver another app 
lo be more related to habit, relationships with 
retailers (salesmen) Anal bo thre Sample SUPP lic _ 
received 

. rhe concepts as a whole Communicated the 
Fe-Natum Plus benefit story clearly. However. | 
response to specilic creative execuliONs Valid 

e The ‘‘scientific’ approach was most positively 
received, largely because ot its perceived look and 
tone of scientific significance. of new medical 
technology -- and because of the clarity with which a 
depicted the lwo ply tablet: Mare tescarch as aco 
lo ContiFM Wis 


e The lwo tablet dosawe did not appear to pn 
SIVMITICANL CONCH WAL COUP Tee Loar Tag 
prescribing physicians 

e Price Was nol an tssue lor these physicians hes 
they felt that the benelits of a superior prenal 
supplement far outweigh any additional costs. ti 
should be noted that these physicians dealt with a 
middle- to upper-middle: income paticnt population 


PHASE II: 
FOCUS GROUP DISCUSSION 


MODERATOR'S TOPIC GUIDE FOR 
FE-NATUM PLUS 


1. Warm-up and Explanation (10 minutes) 


A. Introduction 


1. Thanks for coming 

2. Your presence is important. — 

3. (Describe whal a focus group is--like an 
opinion survey, but very general, broad 
questions ) 


B. Purpose 


| We will be discussing your reactlons li) 
being pregnant, the physical changes and 
the changes it creates In your Inestyle 

2 I'm interested in all your ideas, COMME 
and sugeeslions 

3 There are no My 

4. All comments, both post 
ure welconic 

5 Please Icel Iree lo disagree wilh one 
another, We would like to have many points 
of view 


ht or wrong answers 
tive and Neydlive 


C. Procedure 


i. (Explain use of videotape and/or 
audiotape.) All comments are confi 


for research purposes only. 

Aen this to be aoun discussion, SO you 
needn't wait for me to call on you. Please 
speak one at a time, so that the tape 
recorder can pick up everything. 

3. We have a lot of ground to cover, so | may 

change the subject or move ahead. Please 
stop me if you want to add something. 


dential, 


» Self Introductions 


|. (Ask each participant to introduce herself.) 
Tell us your name and something about 
ourself,—for example, what you do, how 
ong you've lived in this area, how many 


children you have. 


a1 Perceptions of Pregnancy 


A. Diagnosis of Pregnancy 


|. How did you learn you were pregnant? (Was 
thisja self-diagnosis? A doctor's diagnosis?) 


t 


feclings While Pregnant 


|. How did you feel when you first learned that 
you were pregnant? 
How do you feel now? (Probe: What kinds of 
emotions did you have? What kinds of 
physical sensations?) 


C. Lifesivie Changes 


|. How did your pregnancy affect your life? 

2. Did your lifestyle change during the course 
of your pregnancy? 

3. Was there anything special you started to do 
while you were pregnant? 

4. Were there things suggested by your doctor 
that you thought of on your own? (Exercise? 
Special diet? Vitamin su plement?) 

5. Has anyone experienced any Side effects 
from taking supplements? 


D. Physiological Changes 
I. bleh 26 RSA a changes have you 
noticed in your body or in the wa 
; is functioning? ; Abd fi! 
. Do you think these are things tha 
most women? : tii 
3. Are there any particular! uncomf 
( 
things that occur? . cepa 
4. When you first came In, we asked you to fill 
out a checklist of some possible symptoms 
that might occur during pregnancy. Have 
any of you experience any of these? 


‘fnphbbaahaoa 


E. Consipauion 


|. Has anyone experienced constipation as a 
problem during pregnancy? . 

2. What did you do to alleviate it, if anything? 

3. What did ty do to prevent il, if anything? 
(Can anything be done to prevent it?) 

4. Was ita big problem or a miffor 


inconvenience? | 
5. What do you think some of the causes are? ~ 


II, Presentavion of Concepts — “Lifestvle” 


We've been talking about pren.ital vitamin 
supplements, and all of you are taking supplements. I'd 
like you to look al some concepts for a new product. 
These are nol finished ads. I'd likc you to give me your 
reactions to the idea of the product, ratherthanthe — ‘ 


image or the color uscd in the display. 
¥ 


* La 


N PEC GI Oa 77] a ae 


|. (Read major copy and hand out text.) 

2. (Read text aloud to group.) 

3. (Ask group to write down the first 
impressions and general reactions. allow two 
minutes.) 


1 [85 ds, ( ( a Pe Ic he ty 2) LS / "x7 [ryrpyri sae P 7s 


I. How do you feel about what is being said? 

2. What idca is this trying to get across to you? 
(Is it believable? Clearly written?) 

3. What idea are they trying to tell you about 
(he product? 

4. How Inlerested are you in trying this 
product? Would you be interested enough to 
ask your doctor about it? 

5. What, if any, advantage do you think this 
product would have? 


Co Probe Specitics of Prodi ; 


|. How do you feel about the two-tablet 

dosage? Is il more difficult or easier than 

using other supplements? 

How do you feel about the time-release 

system? Do you understand how it works? 

3. What is the headline telling you? Does this 
idea matter to you? 
What is the “tag line’’—the line here at the 
end -telling you? Does this idea matterto 
you? 

_ How do you like the name of this product? 
Could you remember it? 


~ 


om 


nn 


IV. Presentation of Concepts - “\dvanccd Design” 


NO ATOSETT CMCC Ts Na ed Pegs 


2. 
3. 


(Read text aloud to group.) 
(Ask group to write down first impressions 
and general reactions — allow two minules.) 


B. Probe General Reactions/Pitst Impressions 


How do you feel about what is being said? 


- What idea is this trying to get across to you? 
. What idea are they trying to tell you about 


the product? 

How interested are you in trying this product? 
Would you be interested enough to ask your 
doctor about it? 

What, if any, advantage do you think this 
product would have? 


‘, Probe: Sper Hi SoM DP reultic'l 


| 
2. 


What is the headline telling you? Does this 
idea matter to you? 

What is the “tag line the line here at the 
end--telling you? Does this idea matter to 
you? 


\. Presentation of Concepts — “Your Comfort’ 


A. Present Comecpe Your Comfort 


l. 
2. 
3. 


(Read major copy and hand oul.) 

(Read text aloud to group.) 

(Ask group to write down first impressions 
and general reactions -- allow two minutes.) 


B. Probe General Reade dons Pit Lnprcesdote. 
/ 


1. How do you feel about what is beiny said? 
2. What idea is this trying to gel across to you? 
J. 

4 


. HOw interested are you in trying this 


What idea are they trying to tell you about 
the product? 


product? Would you be interested enough to 
ask your doctor abuul it? 

What, if any, advantage do you think this 
product would have? 


jo 
; : ‘ 
. Pry YM Tle 
; 


i What IS the headline telling yOu? Does this 
idea matter to you? ; 

2. What is the ‘Lag line the line here at the 
end—telling you? Does this idea Maller to 
you? 


VI. Ranking Concepts 


Now that you've had a chance to look at all three 
ways that Fe-Natum Plus might be presented, I'd 
like to ask you which one you like best 


|. How many like the “Lilestyle” approach 
best? Why? 

2. How many like the “Advanced Design 

_ approach best? Why? ' 

3. How many like the “Comfort” approach 
best? Why? 


Vil. Closing 


A. Before we end, I'd like to go around the room 
once more and ask each of you If there's 
anything else you'd like lo say about the idea ol 
a prenatal vitamin supplement as we'\v 
described it tonight. Anything else you ling 0 
dislike? Anything that we haven't mentioned 
that would be important to you In laking a 
supplement or choosing which brand you 


would take? 


B. Thank you so much for coming tonight, Your 
time is very much appreciated and your insiyh\ 
have been very helptul. 


SCREENING QUESTIONNAIRE 


(Completed by focus group participants) 


Name = 


: Z E > y ? 
How many children do you have? What are their ages? 


spo AVC 
Child 
ee re oe —— = eB . ———— 
Bespin Lt <— Hs 
ra 
' i 
fats 
, OW 
a During pregnaney, have vou experienced any of the following Ve 
o 
— 
; Water retention iy. rn 
> t a . e 
Nausea af 1 
yi. he 
Miredness = é at 
ay pA i ae 
Shortness of breath we 
. Constipation 
; ’ 
ae p Frequent urination 


Lower back pain 


~— mm 


: - se CIRCE (SPCCiHY) aus R 5 d 
3. While pregnant, have you taken prenatal vitamins? 
4. If yes, what brand(s)? SE a Lee aa 
ana es Sele eee ee eanimaenenael 
; 
Thank you. 
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@: What Should Be Included in the ‘Topic on 


hig" " “ wid 
eat Hac 


a "To soe de menor serie 


; il illustrate the process o} 
f “guide, using a Sonerere cxnenple, 


es ae a 


WHAT IS THE TOPIC GUIDE? 


The topic guide is a list of topics or question arcas 
that are to be covered in the focus group. Il Is an nae 
extremely important aspect of focus group big 
the topic guide has been pro erly though! of an a 
constructed, the research will be substantially more 


Peer uide serves as a summary statement of the 
issues and objectives to be covered in the focus BrOuP, 
Preparing the topic guide is an exercise that forces bot 
the moderator and program management to organize 
their thoughts and to review research objectives 
carefully. A loosely constructed topic guide generally 
suggests that the subject has not been thought through 
in sufficient detail to obtain truly valuable research 
results from the focus group. 

The topic guide also serves as a road map and as a 
memory aid for the moderator. A good moderator will 
have the flexibility and skill to stay on course and to 
cover all of the objectives of the focus group, yet allow 
the discussion to flow naturally and spontaneously 
from respondents and to pursuc new issucs raised by 
respondents i/ they arc relevant to the research 
objectives. 


“OW TO PREPARE THE TOPIC 
SUIDE 


The topic guide can be written as a list of specific 
questions, bul it is generally better to outline question 
arcas or issues and then to include special probing 
questions under each of the key issues. The amount of 
detail in the guide depends on the experience of the 
moderator; an inexperienced moderator will need 
more detail in the topic guide and may necd an actual 
list of questions. In many developing countries it may 
be necessary to include detailed, specific questions as 
well as supplementary probing guides to cover special 
topics of inicrest. 

The topic guide is prepared jointly by the moderator 
and by someone from Program management and the 
research team. The modcrator should be very well 
versed on the subject matter of the group and on the 
specific objectives of the research. ~ 

It takes time to develop a good topic guide. Often the 
moderator will prepare and review several drafts of the 
topic guide with program management before the 
guide Ween th This may entail several days of 
develop ent. The topic guide also is frequent! 
modified slightly after each group is conducted. 


WHAT SHOULD BE INCLUDED 
IN THE TOPIC GUIDE? 


The topic guide should noi attempt lo cover too 
issues, Or the participants will become bored mae 
fatigued, and the group will jump from topic to topic in 
an unnatural manner. Having too many different issues 
In the topic guide suggests that the research has not 
been su ficiently focused, or that perhaps a different 
lype of research is needed 


In preparing the topic guide, one should strive | 
eliminate those kinds of questions thal are “nice 
know” but not specifically relevant to the researc 
objectives. One should also review the topic guide 
eliminate questions thal may be more appropriat: 
addressed in a quantitative study --for example, 
questions of “how many?" or “how often? 


THE FLOW OF THE TOPIC 
GUIDE 


The sequence of the topics in the topic guide 
gencrally moves from the general to the specific. Th: 
are several reasons for this: 

It makes the flow of the focus group more 

natural. For example, one would begin a 

discussion by talking about general child-rearir 
practices or health-related behaviors in child- 
rearing before talking specifically about diarrhe. 
episodes. 

It allows the analyst to have a framework fe 
the comments that are made in the group. 
For example, ifa mother initially states that she 
has too Title time to care for her children, the 
analyst will better understand why this mother 
later reacts negatively to a health product that 
requires additional steps to administer. 

It allows for key issucs to cmergce naturally 
For example, the analyst would do better to fet 
respondents begin talking about their gencral 
reactions to a poster and then observe which 
aspects of the poster emerge spontaneously as 
contributing to those reactions, rather than to 
probe specific aspects of the poster betore they 
are mentioned spontancously by the 
respondents. 

Topics in the topic guide should be ordered in su: 
way that respondents are not put in irreversible 
situations or at verbal “dead ends." For cxample, . 
initial discussion that reveals the current-attitudes 
the respondents will sometimes prejudice their 
perception of new ideas that are Presented lo the 
group. This occurs when respondents take a stron: 
stance on a subject during the initial general discuss 
and do not want later to be seen to vary from their 
Original points of view. 


OTHER CONSIDERATIONS FO 
THE TOPIC GUIDE 


Even with the same subject, it is often necessa 
prepare different topic guides for focus groups that h. 
a different composition of respondents. For examp! 
the topic guide prepared for a research project on 
i planning will vary somewhat for married 
females and unmarried females. or tor current user: 


contraceptives and non-users. 

If materials such as posters are to be evaluated in! 
focus group, IL is necessary to carcsiully review each ° 
these materials, to understand their communicatior 
objectives and Strategy and to incorporate s ecific 
topic areas relating to each piece of material in the 
topic guide. 


= 


IABLL 4-1 
A SUMN.ARY OF STEPS IN DEVELOPING THE TOPIC GUIDE 


|. Assemble the propor k Leann, thie trmoherator and Key beseareh on PCE ATED PERE aee 

2 Agree Lipont dee rons. te bots boo be beakctn treornn Ube low Us aeouip titachin: HELSMCEEDOIRE Pu Sena 

4. Agree upon the specitic objectives and information needs ob the hace 1) 

4. Briel the mod¢rator about prior rescarch thadings, imporlant issucs hypotheses and opinion 
: e . . . (its 


> Determine What bac kero tbormathon is needed tram respondents mm order t sil 
during the wrap AT OoVvValthate new WheeleeleniG@el 
o Prepare a list ol Lope dhs that move tom veneral, nonthreatening issues to SPECIFIC Lap 5 die 
’ =o -_ Cool ItCrOSt 
7 Prepare a list of probing questions lor cach mayor topic area These are to be used if the vl 
2 or ’ : . ‘| : il 
emerge spontaneously. Phink through COonlngcncles OLN, 


‘ S. Prepare probing questions lo be pursucd depending upon the responses given 
‘Prepare transition approaches to be used when moving to a new topic or introductory stimulus materials 
10. Carefully examine any stimulus materials used lor special areas of concern and questioning 


1 | Review the guide and climinate any non essential Lopic dreds, “dead-end” quesuvions Or quantilalive-lype 
questions. Assign a Nexible time estimate tor cach remaining lopic area based on its priority and complexity 


12. Sleep on it, and review the guide again with tresh eyes belore tinal agreement 


nce 


ere ace a 


na EXHIBIT 4-1 
SAMPLE TOPIC GUIDE 


(Conceptual lopic Approach) 


I. Conduct Warm up Portion of latervion 

IH. Top of Mind Associations About Family Lafe 
When you think of family life around here, what ts the sist thing that comes to your mind” 
e (Take what you ect and probe, probe probe ) 


. - Tell me more about that. 
- Could you explain that? 
- Give me an example of that. 
; - How do you !eel about that? 
@ - (Prove why, why, why or why not.) 


il. Feelings Abou Children 


Tell me a little about children. How do they aflect family lite? 
e (Take what you get and gradually fill in background information about cach respondent number o! 
| children, age and sex of cach child,.cte.) 


- 


continue on page 26 


continued: FPOnT palse ee 


eo : ; ,2 
e What is your child's/children elite ke NOW 


Happy? 
Healthy? 
Well cared for? 
(Probe why, wl) 
What will vour 
Similar lo VOUS” 
Different from yours” 

Jclter? 

Worse? 

How? 
(Probe why, why. why or why not) 


roawhy orawhy not) | 
hild’s litle be like in the butane? 


1V. Family Planning 


When Lmention the term “family planning, | whats the fist thine Chal comes To ont mune? 


e (fake what you gel and probe:) 


What about thal? 
Can you explain thal’ 
How do vou tcel about that? 
- How does vour hushand/wife tech about that? 
tow do vour m-laws tech about that? 
rell me more about that. 
(Probe why, why, why or why nol) 
bi 


e for those already USING lamily planning, provide an understanding a) the arae mnon pr WCSS 


What do you use? 
-How long have you used this? 
- Why did vou select that onc? 
How did you Tearn about il? 
Who advised you about il? 
What else have you tricd? 
(Probe why, why, why or why not) 


e For non-users of family planning, provide an understanding of why they have not adopted tanily 
planning. 
Up to now, why haven't vou tried family planning? 
- Have you ever tried tl? ; 
- What happened? 
- (Challenge contradictory statements!) 
- (Probe why, why, why or why not) 


e Pretend ma tnend who told 
| d you that | wanted to bee a. 
give me? \ ‘ anted to bean using family planning What advice would you 


(Probe why, why, why or why not) 
V. User and Non-User Perceptions 
Here are five pictures of different ¢ | 
¢ ure five pictures of different couples. Which ones will use family planning and Which ones won't? 


ih - 
@ (Probe why, why, why or why not) 


EE 
. 


V1. Exposé Ad or Ads 
When you look at this, whatis the test thing you think of? What else do you thinks 
@ Probe 
Likes 
Dishkes 
Comiprehen ton 
Cconpbuisteons 
Behevabilit, 


Meauninetulhioss 
(Probe why why. wha cr wwliy tot) 


a VI. Product Impressions 


Suppose | was trom another village tar away and had never heard about (method). Tell me all about this 
method Why would | want to try this method? (Why, why, why or why not’) 


VIII. User Perceptions 


| 
Who are the people who usc (method or brand)? What do they look like? Tell me all about them. What is en 
life like? How are they different from those who une (other methods or brands)? 


IX. Benefits and Barriers 


Tell me about wo or three situations when you/peaple like you would decide to try (method or brand) and 
two or three situations when you/they would decide to try something else. Tell me about situations when 
you/they would decide not to try ANY 


X. Closure of Group 


(Brine Lovether patterns, Consensus and any contlicts that emerged during the group ) 
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Many focus group techniques have cng Ovel 
lime. Broadly, the differences between | ie 
techniques relate to: (1) different modera ne 
approaches; (2) functional RrOUp ee shea a 
(3) structural group differences; and (4) the ne ‘ly 
processes that have emerged to address specie 
marketing or informational needs 


MODERATING APPROACHES 
TO FOCUS GROUPS 


There are two primary aspects of the moderating 
approach. First, the questioning technique can be _ 
either directive or non-directive. Second, the flow of 
the focus group can be either structured or non- 


structured. 


1. Questioning Technique 
A directive moderating approach uscs _ 
questions thal are very pointed and that specifically 
restrict the range of responscs that might arise. This 
questioning technique is used only when the 
objective of the focus group is very narrowly 
defined. 
Example: Specific positive attribute 
statements about a product are required to 
construct an attribute rating scale on a 
quantilalive questionnaire. The moderator 
specifically limits the discussion to pointed 
questions about perceived product 
attributes. 


A non-directive moderating approach Js<s 
yuestions that arc open-ended and non Diasing 
This type of question permits respondents’ honest 
leelings to emerge, minimizes the moderator’s 
influence and helps to eliminate later confusion in 
summartzing whal was said in the group. This type 
Of questioning is almost always the best style to use 
when conducting focus groups. ; 


Example: What were your reactions when 
you first Saw the character in the poster? 
(Not “What did you like about the character 
In the poster?”’) 


w 


Focus Group Flow 


In a structured focus group the moderator 
works from a Prepared lopic guide that contains the 
Issues to be addressed and the Specific areas for 
probing. The topic guide ensures that all areas 
relevant to the research objectives are covered. The 
probing outline ensures that the specific information 
Siructieey sengement are met in each topic area. 

€d locus gro , ; 
tanec groups UPS are readily compared across 


Example: General reactions lo three 
Package designs for a lamily planning 
product are o aNd. Specilic probes are 
added to the outline to address perceptions 
Of product quality, Safely, case of usage | 
Price and other product allributes, 


4 


A non-structured focus group is conducle: 
using a very skelchy topic guide. The group 
paruicipants themselves larecly determine the 
contcont and How of the group. Phe rationale to: 
conducting this kind of group ts that it climinat: 
modcrator/Managcemenl judgement as to what 
issucs arc salient, Ehts Stvlous rarely uscd Deca 
offen Misses Many information needs important 
program management [his somclimes used in 
carly problem definition stage of a project when 
prior research has been conducted and when 
management has little experience with the sub; 
and has no hypotheses tevarding the relevant pe 
Issucs Of the subject. ? 

Example; Bus ridership has decreased. 

Management has conducted no prior 

ridership research and has no hypothesis 

about the decline A group is set up to 

discuss public transportation 


Except in unusual situations, focus groups should use 
the non-directive, structured moderating approach 
practice, most effective groups are actually semi- 
structured --the moderator is skilled enough to cover 
all of the issues in the structured topic guide while 
maintaining a flexible flow of conversation, a 
conversation that pursues issues as they are mentioned 
by respondents and relevant new topics as they arigc 


Table 5-1 outlines the options with respect to 
questioning technique and level of structure of the 
focus groups. 


FUNCTIONAL GROUP 
DIFFERENCES 


The type of focus group be ng conducted is determin ad 
by the group's purpose — what it is intended to 
accomplish. Traditionally, eroups have been divided ink 
three broad cateeories: 

Exploratory groups. The purpose of the 
group Is to generate ideas or to stimulate a 
rich level of respondent thinking on specific 
topics. The moderator generally plays an 
active role, encouraging respondenis to 
build on each others’ ideas. This Ivpe ot 
group Is often used to help design a 
quanlilalive study. 


Clinical. Whe purpose of the on Tr eee 
uncover Ie psycholovical and soc lolovical 
motivations tor attitudes and behavior 
Projective techniques are often used, and 
analysis relics on clinical Judement. Clinical 
groups have limited use in Markeluing, 
however, the approach may be Very uselul to 
enhance and expand the understanding of 
previous research findings. 

Phenomenological. | PUTpOSe ot the 
SOUP TS TO provide rescarchers WID a dureet 
link to the larycl fp pulation as they describe 
IN detail and in their own language their 
thinking and behavior in real lite situations 


rere 


TABLE 5-1 


FOCUS GROUP MODERATING APPROACHES 


QUESTIONING STYLE: 


Directive 


FLOW OF GROUP: 


@  kesthie bed, pomted questions 


) 
) 
} 
} 
Structured | A“GROUP QUESTIONNAIRE” 
| @ Stree tured topic tude 


Non-structurcd A “DISASTER” 


| @) Restricted, pomted questions 
e Unstructured or no topic guide 


and decision making. Such a group ts 
generally more focused and generates More 
concrete, specitic responses, such as 
reacuhions to products, packaging CONcEpl 
statements, communicalion and other 
stimuli. 


SPECIALIZED GROUP 
PROCESSES 


Over time, special qualitative techniques have been 
developed or modified to suit the needs of reSCare Dens 
in the field of marketing. These include (1) laddering, 
12) hidden-issue quesuioning; (3) symbolic analysts; 
and (4) projective techniques 


The Laddering Technique 


In this technique, the Tne of Que stronis 
procecds trom product CAaracleristios Fo 
user Characteristics or benetits: bo 
example, the method might bean DV etsking 
respondents lo indicate how one product ot 
behavior differs from another, to rdentuity 
key variables suchas “eestch bo Use © I hil 
difference is then probed to determing Whe 
ISHNpPorlant about il WHat ts bene tit bo tie 
user is. For example, the answer “doesn | 


Non-directive 


A FOCUSED GROUP DISCUSSION 


e Open cnded Questions 
e Structured topic Guide 


e Open ended questions 


A“RAP'' SESSION 
| e@ Unstructured or no topic Qui 


take time away trom household chores” ts 
probed until multiple layers of Vaden 
benelits are elicited. This ts ollen relented to 
as “lapping into the user's Network ol 
meanings” and is Meant to uncover deep 
levels of benefits and barriers 


Hidden-Issue Questioning 


This technique focuses on respondents 
leclings about sensitive issues 1 thet lives 
Common themes that surround a particular 
topic such as child care oF sexual inuimacy 
are drawn oul so thal inmate personal 
issues are developed into widely shared, 
sensitive lite themes. The procedure calls 
for individuals to construct specilic “best 
case” and “worst case” scenarios about 
lopic areas so thal their daydreams, 
anxicties and hopes are brought to the 
surface. For example, answers to te 
question “What was the happiest time in 
your le?’ or What would vou do with your 
time ie you were given 5 milton dollars? 
are then probed to identity the significant 
leverage points for MOUVAUINS behavior 


Symbolic Analysis 


his technique calls lor resedren 
CxUMING Now CONSUMETS PErCelve the 
opposites to the behavior or product unde 


study For example in order to learn abotit 
| | resell d hers olten stud\ 


ls lO 


discuse, Medica 


health and well-being. There are three Ways 
to study such opposites. The first 1s lo 
investigate non. usage or non-doing, For 
example, the rescarcher might ask “Whal IS 
someone like who never uses this?” or 
“What would it be like if you could no longer 
smoke?" The second way Is lo Imagine a 
“non- product,“ ora non version of the 
existing one, like “nonfattening OF 
“nonalcoholic.” A third way to study 
opposites is lo investigate percepuions 
regarding opposite types of products Or 
behaviors. For example, the opposite Of icc 
cream might be yogurt because It Is less 
fattening, or it might be soup because “a 
ood meal begins with soup.” Understanding 
ow respondents determine opposites 
unlocks keys to the real meaning of the 


product or issuc. 


Projcctive Techniques 

A projective techniquc is an instrument thal 
obtains responses in an extremely indirect 
manner. These instruments were devised to 
overcome the inability or unwillingness of 
individuals to express their truc interests, 
opinions or Motivations in response to More 
direct questioning. The technique can reduce 
the bias resulting from approval-secking 
because the respondent does not know 
¢xactly what the moderator is going after. The 
most common methods used by markcting 
and communications specialists include: (1) 
Thematic Apperception Tests (TATs); (2) role 
playing; (3) cartoon completion; and 
(4) association. 


Thematic Apperception Tests (TATs). 
Visual stimuli depicting a situation are 
presented, and the respondent is asked to 
comment on the situation by explaining it and 
(clling what might have gone on before and 
What Is going to happen next. 


Role playing. The respondent is asked to 
give the opinions and attitudes of other 
people. 


Cartoon See cuen The respondent is 
asked to complete a cartoon Caption that fits 


desivned to get bencath the surlace OF a Fesponse © 
help people express what they may nol even realiz 


themselves about their [eclings and opinions 


ADDITIONAL MODERATOR 
“TRICKS OF [THE TRACE 


A skilled moderator will use a combinauion of 
techniques as the situation requires. Here Is a listo 
some techniques that are {requently applied 

|. Building the relevant context information 

What are the experiences or issues that 

surround a product or a practice that 

influence how it/hc/she is viewed? 

Top-of-mind associations What's the firs! 

thing that comes to mind whcn I say “lamily 

planning”? 

’ Constructing images Who are the people 
who buy Panther condoms? What do they 
look like? What are thei lives about? (Or) 
Where are you when you buy condoms? 
Describe the place. What do you sec? What 


~ 


do you fecl? What do you do? 
| Querving Ure meaning of the obvious 


What does “soft” mean to you? What does ; 


the phrase “it's homemade” mean to you? 

> Establishing conceptual maps of a 
product categerv Wow would you group 
these different family planning methods? 
How do they go together for you? How-are 
groups similar/diflerenl? What would you 
call these groups? 
Metaphers  Wthis b rth control pill were a 
lower, what kind would it be and who would ) 
prok it? te this group of products were a tamily, : 
who would the different members be and 
how do they relate to cach other? 


; Image matching — Here are pictures of ten 
different situations/people. —.. Which exe) 
with this wine and which do not? Why? 


(he “vont provided or that responds to what “Alan from the moe routine Pm trem 4 
dnother cartoon character has said. the Moon, lve never beard of Fritos Describe “— 
Association. This includes word association val lives bis uate | 
ae sentence completion techniques in aici ai | 
ve ar the respondent is asked lo give the first Conditions that give permission and | 
Yet phrase that comes into his/her head Credle Darrnes” COHinG anwna Alita tat tite . 
esponse to those given by the interviewer. situations in which vou would decide to buy 
this chocolate and (wo to three situations in 
which you would decide to buy samething 
else, 3 
' Chain of questions Why do vou buy ox 
: \ 5 a i } 
QUALITATIVE MODERATING Why is that Important’ Why does that make a i 
TECHNIQUES difference to you? Would it ever not be 
IMportant? (Ask until (he respondent ts ready | 
_ lo Kill the interviewer!) 
ake a IS Nappen? What makes a i in Thi . 
: 1! Benefit chain This cake mix has © A 
x has more cee ; 


locus group or de . 
od. epth interview different ) 
discussion? H | wi obaadnc deaapde whites, what's the benefit of that’ 
“uss ‘re are ye, Oe aie an S, enel ? Vapor. 
ere are some “tricks of the trade” that are "I'S moister.") What Nite Hook eae 
. ie * e ik : ‘ ‘ ) a 


2 moister cake? (Answer: “Il tastes 
homemade.”) And why ts homemade better? 
iAnswer,: “Its more eftort.’) And what's the 
benefit of that? (Answer: “My family will 
appreciate it.") And? (Answer “T hey will 
know I love them.") And? (Answer: “Tl tee! 
better; they'll love me back.) 


Laddering (chains of association) What 
do you think of when you think of Maxwell 
House Collee? (Answer “Morning.”) And 

when you think of morning, what comes to 
mind? (Answer “A new day) And when you 
think of a new day? (Answer: “I Ice! 
optimistic”) 


2 > , sry ath a\ 
techniques and how to enlist respondents into playin 
1 i< y hers 


along with the game. Later, the challenge is to try 1 
make sense of what they tell you a 


The real trick is to Know when to use any of t! 


STRUCTURAL GROUP 
DIFFERENCES 


In order lo meet the objectives of the research, ma 
different focus group formals have evolved Whitle Ui 
application of these new formats Is limited, they are 


Pointing out contradictions Wall 
minute, you just told me you wottlal Ke it bo 
be less greasy and now you're telling me i 
works because it’s ercasy and oily how do 
you explain it? 

Sentence completions and extensions The 
ideal ORS product is one that... The best 
thing about this new products... It makes me 
feel. .. 

Role playing GOkay, now youre the 
Chairman of the Board, or the Mayor of thts 
cily. What would you do? (Or) Fm the Mayor, 
talk to me, tell me whal you want. | 


Best-of-all-possible-world scenarios 
Forget about reality for aminute, Hyou could 
design your own diaper that has everything 
ou ever wanted in a diaper and more, whal 
would it be like? Use your imagination. There 
are no limits Don't worry about whether it's 
possible or nol 
Script writing |! you were lo tell a story or 
write a movie about this company or cily (or 
whatever), what would it be aboul? Who are 
the heroines and herves? Does the movic 
have a message? Would you go see it? Who 
would? 


| 


worth mentioning brichly 


Traditional groups, AN INbcraclive, locus « 
discussion of eight to ten people 


Mini-groups. An interactive, locused 
discussion Of about six people 


Dyadic groups. An intense discussion 
between two people, such as husband and wile 
or a product user and a non-user 


Family unit, cross-gencrduondl groups, \)) 
Interaclive, focused discussion on a lopic et 
is highly influenced by family lies and Values 
(for instance, childbearing or rearing children) 
The entire family, including the grandparent 
participate. 

Ad labs. Groups designed specilically to crea 
and retine advertising 


Repeat focus groups. Respondents are 
generally asked to do something between 
groups, such as buy or use a product so thal 
responses can be lied together 

Qualitative panels. These are similar to the 
above groups bul generally consist of More 
respondents, are repeated over a longer period 
of time, and are often connected to quantitative 
studies. 
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erator’s role is critical to 
conducting an effective focus group. In selecting 1 
moderator it is important to evaluate: (1) persona 
characteristics; (2) moderating style; and (3) 
experience and background. 


The focus group mod 


PERSONAL CHARACTERISTICS 


Some individuals simply have the right combination 
of personal traits and raw talent to make effective 
moderators. Things to look for in a potential moderator 


include: 


® The ability to feel at ease and comfortable with 
other people: someone who is relaxed and not 
threatened by personal interaction with others. 


e The ability to put others at ease: someone 
others just naturally open up to quickly. 


e The ability to project unconditional regard and 
acceptance of others: someone who is genuinely 
nonjudgmental or who can appear to be. 


* The ability to convey warmth and empathy: 
someone who projects understanding of 
others’ feelings and thoughts. 


* Good verbal and interpersonal skills: someone 
who gets along well in many different 
Situations and with many different kinds of 
people and who can use language to seem like 
one of the group. 


* Good listening skills: someone who Pays close 
attention to whal others say and does not fee! 
compelled to always inject his/her own 
thoughts and comments into the conversation. 


* The ability to project enthusiasm: someone 
who seems genuinely interested in others and 
whose general enthusiasm stimulates 
heightened interest in others. 


* An awareness of one’s own nonverbal 
reactions: someone who is Capable of 
maintaining body language and facial 
expressions that project the above traits and do 
not convey annoyance or frustration. 


e thesical characteristics that are not 
reatening, intimidating or off- | 
Bitters Q pulting to 


* A close ieee of the focus group 
respondents so that rapport can be established. 


© The ability to conceptualize and to think 
through contingencies, as opposed to thinking 
literally and in a rote manner (in developing 
country settings, this trait is Critical.) 


MODERATING STYLE 


Styles of group moderating vary ercally, Some 
moderators facilitate the group discussion by bein: 
friendly and involved, others by being more “laid 
back.” Still other moderators are challenging, alr 
argumentative in their style. An extremely experi¢nud 
moderator often can vary his/her style to suitthe 
of respondents and the objectives of a group. In 
selecting a moderator, it is important to be awar« yao) 
such differences in style exist andtotrytomatch 
moderator style with the needs of the group. 


MODERATOR EXPERIENCE AN) 
BACKGROUND 7 


Moderators who have specialized moderating 
experience dealing with the subject matter to be 
discussed (¢.g., specific health issues, a specific 
product) or with the type of respondents (e.g., tees acd 
professionals) generally will be more effective. 

The academic backgrounds of moderators may vary 
widely. Many are psychologists trained in group 
dynamics. In dealing with marketing issues, a 
moderator with some marketing or social science 
background may be useful In some cases (for CXamMem'\e~ 
dealing with underlying motivations on a particular’ 
subject), it may be most usetul to select. a moderat: 
with skill in using projective techniques or with 
experience in one of the qualitative approaches 
developed for that purpose, such as laddering or 
hidden-issue questioning. 

Occasionally, particularly in developing countries, 
circumstances are such that an experienced modcrater 
not available and someone with experience in the field 
being studied (such as a nurse or other health provider 
must conduct the group discussions. In this case, it racy 
be necesssary to stress certain key points to the acting 
modcrator: 


¢ A moderator is not a teacher. 

¢ A moderator is not a judge. 

¢ A moderator does not look down on respondents 

° A moderator does not agree or disagree with what «5 < 
Said. 

° A moderator does nol pul words in the respondert’” 
mouths. 

Also: 

¢ The focus group is not a text—there are no right 
answers. 

¢ The focus group is not a time to intorm. : 

* The focus group is not a time to persuade. | 


BRIEFING THE MODERATOR 


Once a moderator is selected, he/she must b . 
- . | e 
thoroughly briefed on the Project. This generally occurs 


2 


pda moderator works together with the sponsor to 
etep the topic guide. If the moderator is working 


From an independently prepared topic guide, it will be 


pecesary to briet him/her on why the research ts being 
ane ,\what is to be achieved from the research, and the 


¢ ecitic application of the research findings, 


ta order for the interviewer lo be adequately bricted 

¥ deine study, the sponsor of the proyect should 
aesiliarize the moderator with prior research findings, 
yapurtant issucs, hypotheses and opintons Anything 
trathelps to intorm the moderator about the subject 
area or the sponsor's thinking Is important and enables 
a skilled moderator to listen better and to ask 
meuningful follow-up questions. Prior Informaon 
yesluces the possibility of exploring directions that have 
been previously researched or that are irrelevant lo the 
study objectives 


EVALUATING THE 
MODERATOR’S WORK 


Focus groups are commonly evaluated by the volume 
yf respondent output produced thatis, bythe | 
noderator’s ability to keep the group actively talking 
r sixty to ninety minutes. While this is a simple and 
@usy way of determining whether the group was 
roductive, it is tar from conclusive. The length of the 
she group discussion is, of Course, tar less relevant 
dnan the quality or “richness” of (ae group Kichness 
ylers to findings that are thought provoking and thal 
gommunicate a wealth of relevant information. The 


following key points also deserve consideration in 
evaluating a focus group 


A more detailed guide for evaluating the moderators 


Did respondents feel comfortable enough to 
discuss their attitudes openly? ’ 


Were respondents made aware ot the tas 
hand? 


Was there real interaction among group 
members, Or was il a Series of individual 
Interviews? 


Did the moderator ask questions in an 
unbiased manner? 


Was the viewer able to tell how the group really 
felt about an issue? 


Was a substantial amount of post-group — 
analysis necessary to separate true responds 
feelings from those expressed due to 
moderator demands? 

During the course of a single group, did thic 
moderator demonstrate enough flexibility to 
pursue new directions? 


ACrOss a Series of sessions, was cach group 
conducted identically, or did the moderator 
permit the discussions to evolve? 


Did the moderator exercise the proper amount 
of control—loose enough to permit expression 
among respondents, yet tight enough to avoid 
chaos and interrupuions? 


work is included in the Focus Group Evaluation Form 
(see exhibit 7-1.) 
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Once participants are assembled in the aq Sil 
setting, the moderator will open the lhe t y aM Qg 
CE roel oroceed with the three major sectionsol 
moderator will procee | None 

: (1) the warm-up; (2) the body of the | 
Hy dnceebn, ti (3) closure of the group, i mesa 
of these three major sections, the specifig con Me i 
purpose and appropriate moderator behaviors w 


discussed. 


MODERATOR’S OPENING 


re a group actually begins, the moderator will 
pesice a brief ntreducton The objectives of this 
introduction are to relax respondents, lo establish the 
‘ground rules” for the group and to begin developing 
rapport with the group participants. 


Respondents begin to relax when they observe 
that the moderator is relaxed and when the 
moderator speaks in a casual, friendly manner. 
some informal banter as group members are 
being seated can be helpful 


the moderator introduces himself/herself. 
This is done by telling respondents his/her name 
and sometimes by providing Information about 
himselt/herself, which facilitates rapport with the 
“roup and establishes the group as a safe place 
lor mutual self-disclosure. 


The general purpose of the roup is 
_ ¢xplained. Respondents are told why they have 
been brought together. This will facililate their 
feelings of group purpose. a are also told what 
they have not been assembled for in order to reduce 
their anxiety and to eliminate any misconceptions. 


Varvin Opinions are encouraged, 
Respondents are generally told that, in that group, 
there are no right or wrong answers and that it is 
Okay to have feelings that are different from others. 
Thev are encouraged to feel free to give their frank 
and honest opinions. 


The moderator’s neutrality is established. The 
moderator gencrally assures respondents that 
he/she is in no way connected with the subject or 
Product under discussion, and that their opinions 
will not make him/her fee! good or bad or affect 
him/her in any way. 


Group rules are given. Respondents are asked 
lo speak one at a time and to interact but to avoid 
interrupting one another. If the group is being 


Video- or audio-taped, other specific rules may be 
necessary, 


STAGE I: THE WARM-UP 


The content of this section generally consists of 


respondents giving their names and responses to a 


couple of nonthreatenin uestions about themselves 
such as the number of chil | 


Idren they have, the age and 


sex of cach child, how long they have been mar 
so forth. These questions should provide basic 
background facts relevant to the subject matter. 
specific product category is being discussed, som 
questions about product usc, such as Irequency 
brand selection, may be appropriate during the w 
Slage, It is important lo remember that: 


|, Introductory questions that might place 
participants in stereotyped roles should no 
used, 


2. Introductory questions that will identity sta 
differences among respondents should not 
used. 


The purpose of the warm-up is to transform th 
group, in approximately ten minutes, from sever 
Individuals toa Participating and interacting gro 
In addition, the warm-up: ; 


e Gives respondents the Opportunity lo speak 
very carly in the group session. This will help 
overcome specch anxicly—an anxicly thal 


dends le mount if speech is delayed f, 


e Establishes the moderator and the group 
SHUaUON as “sate and thereby initiates 
nonthreatening self disclosure by respondents 


* Gives respondents some idea of what the grouy 
process is and permits them to “know” other 
group members. 


* Provides the moderator and any group 
observers with a picture of the group that will 
(1) influence later questioning and (2) providea 
frame of reference to evaluate what group 
members say during the remainder of the 
group. 


The moderator behavior appropriate during the 
Warm-up phase of the group is that Of genuine intere 
in whal participants have to say, Of impartiality and « 
“unconditional positive regard.” That is. the moderat 
makes no negative judements about respondents 
regardless of what they Say. The moderator also mus 
do what is needed to obtain the initial background — 
information for the group. This often wil] entail the 
following: 


|. Probing respondents for clarity and understandin 
before proceeding with the next Stage ofthe ~ 
group. For example, it the average number of 
children among a Sroup of young mothers is two 
and one group member reports having six 
children, probing may clarity that three of the 
children belong to a S!stcr-in-law who is 
considered part of the family, 


2. Maintaining the structure of the group and 
Keeping group Participants on a lairly narrow 
course so that the essential background 
information is obtained in a brief period of time 
with minimal digressions on the part of 
respondents. 


2 


ie 


* STAGE Il: THE BODY OF THE IN- 


DEPTH, FOCUSED DISCUSSION 


The content of this portion of the group will involve a 
subtle transition Prom General Lopes Lo Gn Heresies 
gpecilie CISC USStOn Ob bssties Lobe Covered Lypie ally 
this also will involve Movie trom Comcrele aicas ol 
docussion (such as the number of children in the 
wusehold) to more abstract issues: trom a tactual 
gscussion toa discussion of attitudes, Ieclings and 
de: ply held beliet’s, some of which may be relatively 
Pweaiening to respondents. Al some point in the group 

Bcussion, specific concepts or issues may be 
‘mroduced by the moderator in order to focus 
espondents’ reactions on key areas of interest. 

The purpose of this stave of the group is to obtain an 
wnderstanding of the truc issues related to the topic 
area. The ‘sl peop also is to explore tully the nature ol 
4p attitudinal dynamics associated with respondent 
arias and to observe, tirsthand, the respondent 

anguage and emotions associated with the topic area 
The purpose is not lo quantity or lo establish any 
estimates of degree associated with a particular area 
cevered in the lopic ude 

The moderator behavior appropriate tor this section ol 
the focus vroup is complex and requires a high order ol 
skill. Some key moderator actons ie hile 


In-depth probing to clarity ane Hluminate 

responses viven by a group member Some 

examples of probes include: 

e Remaining silent Allow the respondent to 
amplily what he/she said. 

e Using the mirror technique — restating whal the 
respondent has just said. 


e Repeating the respondent's words as a 
question “Ils yood?” 
e Controntiny the respondent to clarity a 
position. “I'm a little contused: Earher you said 
‘*X’, now you're saying ‘Y"” 
e Using “key word” probes such as the following: 
Moderator Probe 
“What about it is good?” 
“What is it about the 


Respondent Statement 
It’s good.” 
‘| like the size.” 


Siu?" 

it would be convenient.” “In what way would it be 
convenient?” 

it works.”’ “How can you tell that it 
works?” 


e Using the third-person technique. “You seem LO 
feel strongly about this. How do you think 
others might feel about i?” 

“Can you tell me more about that?” 

“What aboul thal?” 

“What do you mean by that?” : 
“What makes you Iccl thal way?” 

“Can you think of an example of that?” 


“I'd like to know more about your thinking on 
that issue.” . 


Sa) 


e “I'm not sure | understand how yOu afe uSiINt 
the word _ . 


e ‘“Whal are some of yOur reasons tor teelineg as 
you do?” i 

e “What does the messave say tor you? 

e “What does it say to you personally 

7 


What were you thinking as you were watching 
it?” : 
“What stood out in your mind? What other 
things made an impression?” 

“YOu started to say something about 

“You mentioned something about 


= you gel any new insights about from 
as 


‘What words would you use to describe 
“Why?” or “Why not?” 


Sensitivity to the Anacbay deg level OF participant 
disclosure al any given Ome during the group A 
good group moderator will Know when Lo moe 1 
group [rom a vencral discussian of Child leediny 
habits lO a More sensilive lopic such as Ieaty alwoul 
infant mortality. 


_ Reweaving information provided al an carlict 


stage of the group into the current discussion. Offren 
a respondent will make a comment critical to the 
ultimate purpose of the group al a premature Star 
of the discussion. The moderator may lel the 
comment drop until the appropriate point in the 
flow of the group and then ask the respondent lo 
expand upon the comment that was made earlier 
This not only shows the moderator’s allention be 
what is being said bul provides a smooth Cans bon 
to new topic areas and helps lo make (he session a 
continuous discussion rather than a series Ol 
disjointed segments. 


- Continuously linking together comments Made )) 


different group members so thal they present a 
cohesive group Meaning 


_ Flexibility in discussing issues relevant lo Ihe lope 


regardless of their presence in the Lopic guide. «1 hie 
moderator must know the subject matter and the 
objectives of the research well enough to know 
whether an unexpected direction in the group !» 
useful information or an unnecessary digression 


_ Handling special problems that ollen occur in focus 


groups, such as conflicts between respondents or a 
eneral lack of enthusiasm on the part of the group 


as a whole. 


Using a variety of moderating tactics and 

approaches intended to facilitate the group and 

make it productive. For example, an effective 

moderator will: 

e stimulate the group members lo talk to each 
other, not necessarily to him/her; 


e know when to probe and when to keep quiet, 


e use in-depth probing without /eading the 
respondents; 


lele 
» be able to convey a lack of comp 
Feces Poul what a respondent says 


without appearing “phony”; A 
pay close attention to what is said in order to 
foster that behavior in the other group 


members; 
be sensitive to nonverbal cues given by cd 
respondents to understand better and facilitate 


respondents’ true feelings; 

not assume that what a respondent says is whal 
he/she really does or really means; 

encourage honest disagreement between 
respondents -nol foree a consensus; 
encourage unresponsive group members lo 
speak; 

e discourage dominant or disruptive group 

members; 

e be kind but firm—combine a ‘disciplined _ 

detachment” with ‘‘understanding empathy’; 

e be permissive, but keep the group on track; 
le expect the unexpected and know how lo reacl 

to it; 

e be prepared to improvise if something doesn't 
work or if no useful information is being 
gathered; 
use projective techniques or other “‘tricks’’ to 
gain more insight if respondents are unable to 
respond to direct questions. 


STAGE III: CLOSURE OF THE 
GROUP | 


the cuntent of this stage of the group consists largely 
of immarizing and recapping the identifying 
lremes® of the group. It may be appropriate at this 
line to Open a discussion about the strength of 
athitades expressed, or the degree to which some 
eefing thal emerged is present among group members. 

may also be appropriate to point oul key differences 
that occurred between roup members ('’Some of you 
fell that, but others fee! ifferently”) and to clarify these 
distinctions, Additionally, closure may be a yood time 
fo point out any remaining inconsistencies in 
respondent statements and to seck clarification, 


’ 


The purpase of this stave of the o | SSI 
moderatur, the observer and the respondents in st 
understanding what has occurred during the group. I 
Sermits an opportunity for respondents to alter ul 
‘larify their positions or to add any remaining thoughts 

: di oa oie “all Matter Halse cllowg Ne 
MMe HOr lO lest Mis/her con SUS 
mervacy. anc approprinienaee and hypotheses 


The appropriate moderator behavior tor We closure 
lage is basically to summarize or nonjudgmentally 
lentify differences of opinions among respondents 
nd to synthesize the findings from the group 


THE ROLE OF OBSERVERS 


The observation of the group discussion by those 
who ultimately will make use of the rescarch can be 
one of the key benctits of focus groups. Observation 
provides first-hand experience with the target 
population, its attitudes, concerns, language and other 
responses, The respondents may be quite different 
from the observers in both social and professional 
background. , | 

While viewing focus group discussions, observers 
can do several Nines lo enrich their experiences. These 
points should be communicated to observers prior to 
the start of the focus groups 

e Observers should nol expect every moment of 
the discussion lo be meaningful, every 
question to work, or every response to be 
salient and quotable. Participants will be real 
people responding spontaneously. 


e Observers should not expect to experience a 
consensus within a group or among groups. 
Qualitative research Is designed to generate a 
range of responses, develop hypotheses and 
deepen understanding. 

e It is important for observers to listen carefully 
lo what is being said —-that is, to avoid selective 
listening lo support a preconceived pointof 
view and to avoid projecting personal meaning 
and values into what Is being said. In listening, - 
it is important to be alert to shades of meaning 
and to word selection. ' 

e Observers should try to walch as well as listen. 
Nonverbal cues can sometimes be more 
meaningful than verbal responses 

e During the discussion, observers should make 
notes of Key impressions tor discussion during 
the debricting after the focus group 


¢ Observers May want lo ask tor additional 
probes or to insert new questions during the 
discussion or at the cnd of the session. 


AFTER THE GROUP 


_ Ideally, the moderator and observers should meet 
Immediately following cach session to-discuss their 
Impressions. This debricting process is an opportunity 
lo clarily and crystallize the meaning of what has 
transpired. It allows observers to check their 
IMPressions against the skilled listening and 
Interpretation of the moderator, and it gives the 
moderator an OPpPOrlunitly 1 elise su rages MTN 
conclusions Delure all Une INLEFVIEWINY dd analyses are 
ebsecnnk ae iLis the He: lo review priorities for 
Su vent inte rnnews. im the ( Ot Ene 
Ura t be addre sse! wdudes a 


Refinement of the topic guide. Should some 
UAPrOdUCHVE areas ol questioning: be removed? 
Can some topie areas be approached dillerently to 
clicit richer, More meaningtul responses? Are new 
topic areas needed? Should the flow of the 
discussion be altered? 


> Respondent qualifications. Is it necessary lo 
alter or tighten respondent screening guestions? 
For example, in listening lo a group conducted 
among product uscrs, it May become apparent 
that only those respondents who have been users 
for six months or More or who use the product 
frequently are really qualitied tor the discussion 


Cancellation or additional scheduling of 
oups. Is it necessary to cancel the remaining 
groups that have been set up in the series or to 
Schedule new ones? For example, it sometimes 
becomes clear that the target population has been 


Incorrectls Gelined. that Stimuh presented 
group are either olf target con nk lel 

are insulliciently tormed (i-¢ al 

such Cases, it Is Wise tO Cancel Ae ren 


groups sel up and return lo the drawing | 

the other hand, additional groups may bx 

warranted If il becomes apparent inal added 
segments of the target population are relevant = 
new versus lone term product users, lor cxaliph, 

It also may be of value to conduct additional a 
groups with refined stimulus/concept materials 

or to explore unresolved issues and new hypotheses 


EXHIBIT 7-1 


1. Evaluation of the Focus Group 


Setup 


Were respondents 
Did they Mec! the age, Sex, 


qualified? 
lamily size, 


FOCUS GROUP EVALUATION FORM 


YES NO 


socioeconomic status, product usage 


or other requirements necessary lo the research objectives? 


enough tn berinis ol characteristics that matter for 
discussion to take place and tor group 


respondent variables? 


; e Was the size of the group right? Were all respondents able to participate 


Did the group composition make sense? Were respondents similar ‘We ee ee 


an effective group 


findings to be unclouded by major 


and to talk for long enough to cover Most of what they know on the subject? 


Was the setting of the group ap 
for group members — not so casta 


Did the sealing arrangen | 
respondents and did it facilitate group Interacuon? 
Was the group free from outside interference 
interruptions? 


specific, 
| bored or 
Was the content of the topic guide com 
and objectives mel? 
Was the content of the topic guide appropriate? We 
covered all relevant in 
objectives, or did some questions throw the discuss! 
questions thal group members could answer? 


fatigued or began lo over intellectualize? 


such as observers, 


Was the iength of the group appropriate? Was it long enough to obtain 
actionable mlormation and not so long that group members gcl 


plete? Were all information needs 


terms of focusing the discussion 
on olf course? Were they 


ropriate? Was it natural and comfortable fe ae | 
as to preclude control and not so formal as 


to inhibit spontaneity and an open expression of feelings? 
ement of the group work? Did it seem natural to ( J 


re the topic areas 


on the study 


i] 


continue on jrtye’ 


co. tinued trom page 43 


II. Moderator Evaluation | 
Assign the moderator a rating for each item mentioned below (5 = excellent; 4 = very good; 


3 ~ good; 2 = fair; | = poor.) 


Rating 


, { 

A. Moderator’s preparation . 
Understands the background and subject matter of the project see 
Understands the research objectives i 
Maseollectedalithesponsor'sideas i 
Helped develop the topic guide ee 
Has the topic guide memorized me 
Was ready before the group assembled 


POVAL. 


B. Moderator’s manner 


e Isrelaxed and friendly 
e Stimulates group interaction 
e Generates enthusiasm and involvement 
® Listens constructivel 
« Displays warmth and empathy 
¢ Is nonjudgmental 
¢ Probes without leading 
* Conveys “incomplete understanding” effectively vest ae | 
* Is sensitive to the level of group disclosure 
Blends in, but controls 
lmprovises when necessary 
~ IS flexible when pursuing new ideas 
* Discusses, but does not question 
Iisplays neutral body language and facial expressions Bi set. cs 


POAT 


CA lorator’s handling Of group influences 


* 'courages simultaneous talking 

e Retains Soup spontancity . 

¢ Discourages irrelevant conversation _ 

° Discourages intellectualizing by respondents = 

. Permits Individual differences Of opinion ee 

: canke i Aa unresponsive group members into the discussion a 
fo's dominant or disruptive group members ae 


wees 


LOA 


continue on page 45 
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lil. Structure of the Group Discussion 


* xluction: Modcrator’s Opening 


YES NO 

Put the respondents al ease 
Explained the general purpose of the group | | ) | 
| Encouraged contlicling opinions (| 4 
. Established moderator neutrality eo 
Established openness: no right or wrong answers i a 
. Gave group “rules” a 
et Began developing a rapport with the respondents to.” 
i}. 


Provided a smooth transition to the next phase 


fase l: Warm up 
Established a good rapport with the respondents 
Obtained necessary background INformauon 
Began stimulating group interaction 
Give all respondents an opportunity to speak 
Successfully diminished speech anxicly 
Established the vroup as a “sale place” 
Enabled group members to know each other 
Stayed within the time limits 
Provided a smooth transition to the next phase 


ne Phase Ul: Body of the Group Discussion 
Moved from the general to the specific 
Did not disclose key issues prematurely 
Obtained a depth of response to key issues 
Obtained members’ truce feelings about topics 
Linked information into a cohesive whole 
Exhibited appropriate facilitating behavior 
Exhibited appropriate controlling behavior 
Provided a smooth transition to the next phase 


a a — ~_ _— — _— 
7 —< = — — ~— ~— — 


Phase tl: Closure 
Identified key themes 
Summarized key ideas 
Revealed the strength of attitudes 
¢ Consolidated group feelings about issues 
Identified individual differences of opinion 
Gathered all respondent comments 


_ -_— — _— -_—~ iin. 
— —s — ~— ~— — 
~ <i ~_— — — — — 
eal ~— — — ~—_ ~ 


continue on page 40 
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continued from page 45 


IV. Post-Group Evaluation Issues 
YES NO 


dosL Group analysis necessary to separate true 


e Isa substantial amount of 
d due to moderator demands? 


respondent feelings from those expresse 
® Was this group conducted so that it can be evaluated across a scriés of groups, or 


will differences cloud the evaluation? 
e Was the group outline sensitive to differences in group composition so that () na 
differences between groups in a series will be hig lighted? 


V. Follow-Up Action 


e Were all management information needs met? If not, how can these 
information gaps be filled? 

Were hypotheses developed that require follow-up? If so, how will these be 
pursucd? 

Are more vroups needed? Iso, whatare the purpose and objectives of these 
groups? 

* Does the topic guide need revising? [Pso, in what way? 

Do certain findings nced verification by quantitative research? Heyes, whal 
needs to be quantificd? ae 
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‘fective sclul focus group 

nducting a truly effective and use cus group 

a a high alt of skill in handling (Ne problems 

vat emerge within any group dynamic. In some tae 
ifficulties may relate to the group as a whole, while 


others occur as a result of the behavior of individual 


5. In either case, the results of the group 
respondents. In either case, the resu 
at be seriously flawed if these problems are not 


S 


a 


killfully dealt with, The following section identifies 


some of the most common problems that occur one 


roup and mentions strategies commonly use 


Iercus g 
for handling them. 


The conforming group session 


In this group, members comply or agree with 
the “party line.” Because focus roups generally 
deal with personal attitudes and beliefs that are 
not readily verifiable, there is a danger that group 
members will verbalize responses that simply go 
along with what other respondents have said and 
that do not ae their true individual feelings. 
This is particularly problematic because it is 
difficult to determine whether respondents are 
conforming or whether a genuine consensus 
exists. 


Strategy: Emphasize respondents’ freedom Ke) 
disagree during the opening section of the 
group and demonstrate respect for divergent 
opinions throughout the group. Another tactic 
is to have respondents report their opinions 
regarding a key issue secretly at first, followed 
by an open discussion. This May Oe" a 
accomplished by having each respondent note 
his or her opinion on a piece of paper as the 
ISsuc Is introduced to the group. Alabuph the 
Paper Is never viewed, it forces the group 
member to take a position that is less casily 
swayed by others in the roup. Less literate 
respondents can do this Y USING pictorial 
Sales, such as the happy face scales. 


The dull Sroup session 


The dull Sroup is characterized by a general 

ck of enthusiasm and involvement on a group 
level. General apathy among §roup members ma 
be due to factors Outside the group situation, For 


the discussion, Respondent apath 
OCCUr aS a result of factors within t 

example, the group may b rs eae 
interaction difficult. it ma 


y be over-organized and 
,Oritma 
be too loosely Organized, leaving respondents 4 
dismayed. The moderator’ tone may be too 


formal, intimidating respondents, or too casual, 
appearing phony to the group. The group may 
proceed too quickly, preventing thoughtful 
respondents from Participating, or too slowly, 
creating boredom on the part of group members. 


Stratcgy: Sct up the group realistically and 


thoughtfully in order to climinate many outside 


factors that contribute to group apathy. A 
skillful and experienced moderator will 
circumvent many of the inside contribuling 
factors. In addition, the following specific 
lactics may be useful in simulating a dull 
group: 

e Ifthe subject matter does not seem to 
interest respondents, enthusiasm may be 
enhanced by asking the group to interact 
with the topic in a novel manner, such as 


creating personal stories around a key issue. 


e If the subject matter seems too remote or 


abstract 
be made more concrete by using stimulus 


materials such as concept boards or pictures 


of situations related to the Lopic area. : 


e If the subject matter seems too intimidatin 
Or personal, group members may be 
encouraged to talk by using projective. 
techniques (see Section 5). 


° Respondent involvement may occasionally 
be increased by somewhal confrontational 


behavior on the part of the moderator. 


¢ Occasionally a short break will be required, 
permitting group memhers to move around 


and have side conversations that can be 


pursued later. This allows the modcrator to 


“Te-group,” possibly consult with other’ 
members of the team and gcla tresh start, 


Special respondent problems 


In addition to problems that concern the group as a 
whole, there are a number of problems that frequenth 


occur with individual respondents. These include: 


The dominating respondent. This person altempts 
lo lake over the group- initiates the conversations, 
defends his/her position, seeks ty influence others and 


must have the last word. 


Stralcey 1: Avoid eye contact, or turn body away 
from the dominating respondent Call on other 


members of the Sroup by name. If necessa 
Politely tell the dominating respondent that 


although his/her thoughts are very Intcresting, 


you'd like to have the ideas of other group . 
members as well. i 


Strategy Il; On Occasion it May be Necessary to 


ask a dominating respondent to leave the 
Sroup. This can be done by explaining to the 
respondent that “because vou know much 
about . We'd like you to complete a. 


more detailed, in-depth questionnaire on the 


Or respondents to relate to, it may 


tt ei Nn eres. 
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subjeet A CUiVversionary” Gules HHOnndire Gain 
then be administered to the dominant group 
Member outside of (he group room 


The timid respondent. !hiis person ts hesitant lo 

— Speak atall, may be generally shy or anxious about the 
Broup situation, may or not feeb bis Per Oprbotts abe 
worthwhile 


Stra “Use eye contact bo ull tie Gimaied givens 
iy nt ¢ P wy 


the discussiow Aric bo 
Communicate interest in what he/she has to 
Sy. Observe the timid Mrewbe 1 € vsely to gee 
wieew bue/ she og Yeady to speak Sf meclSs ary, 
lind an easy, nenirealeniny question and 
encourage a direcEresponse. Il respondent 
— becomes too that case, COnUNUG the 

discussion with other respondents and come 
back to him/her later 


The expert respondent. This is a special varicly of 
dominating respondent. Even if he/she Is nol 
attempting to lead the group, others will deter to him/ 
her and their own opinions will be stifled. 
Strategy: Determine if the respondent ts a 
genuine expert or a pscudo-expert. If genuine, 
remind him/her that all comments are 
important and that others should be permitted 
to contribute, or ask the expert to respond only 
after others have been heard. !t may also help 
to preface issues with “| know John is probably 
aware of... .” 

If the respondent is a pseudo-expert, ask other group 
members to comment on his/her responses. It may 
even be necessary to be forceful and challenge him/her 
as much as the group will tolerate. 


The verbose respondent. This person goes on and 

on, seemingly without end or purpose may be a 

compulsive talker, or may be excessively nervous. 
Stratcoy, Be more direcve ,Use probes to 
request specilicity and Concreteness. Direct the 
respondent back to the topic at hand: Teinay be 
necessary to politely mterrupt him Aer, 
Remind the respondent of the many topics you 
need to cover ina limited time frame Do all ol 
this carctully without alenating the 
respondent. 


| The irrelevant respondent. This person makes 


comments that don’t relate to the topic arca and can 

steer the group off the subject. He/she may be truly 

unknowledgcable, nervous or simply a poor listener. 
Strategy: Try restating the question or 
paraphrasing Consider coming back lo the 
question later. 


The incomplete respondent. Ils person gives 
artial answers OF CVCN NONE HOnses, such as “PE don't 
now.” These respondents are especially frustrauing 

Their behavior often comes trom lack of confidence or 

unusuaily high anxicly. 

Stralegy. Work on strengthening rapport carly 


: in the discussion in order to prevent (is from 


happening throughout the group, Try to gel 
elaboration Wirough restatement Use other 
probing techniques 


The confused respondent. {his pu 


She) mr) ts 
4) ps4 


contused or overwhelmed during the vroup. thes st 


nr PA 


CommMuniIcales this cither verbally or poy verbalh 
DUDS Ag Know Ic Ue 7h 4 
seem Contused ) try 
question, Or perhaps provide an cxut 
Allempt Lorn ask Ubig Wier Lilet gpa the 


INLErVICw 


The overly positive respondent. | lus po 

PLOW iy hy Preosmbivar ony alba pron | 

» ora ne te tell yol w baal me / 3 bee thinks you w sin 
Strategy: Remind the respondent of what 
he/she has been told during the warm up that 
you want to hear both positives and negatives 
Try playing devil's advocate (“I've heard som 
people say just the opposite “). Try uid 
person wordings (‘What about other peapic 
hen know? How do you think they weula 
eel?"). 


The negative respondent. This person Is negalive i) 
all responses. He/she may be using this interview to 
vent years of frustration and hostility He/she may be 
determined not to tell you any favorable ideas o1 
information. 
Strategy: Be careful. Avoid reacting delensively 
Try to defuse the respondent by 
acknowledging his/her hostility or negativism 
(“You seem to be angry about this. Thal’s okay, 
because | want to find out how you really 
feel... ."’). AS above, try playing devil's 
advocate or probing in the third person 


The hostile respondent. This person “allacks” the 
moderator personally. 
Strategy: Again, use care. Try lo deluse ihe 
respondent by acknowledging (he situation 
Don't react defensively! Thy ashorl ponod of 
silence. Pul the onus oh him/her to explain (he 
reasons for the allack 


The disrupting respondent. This person disrupts the 
equilibrium of the conversation he/she may state thal 
another group member's ideas are wrong oF (hat (ne 
moderator’s questions are stupid 


Strategy: Attempt to stabilize the discussion 
quickly. Ask other participants to comment on 

the disrupting respondent's statement (This 

may be dangerous if the disruptive statement hag 
embarrassed or angered someone ) OF preset 

an alternative point of view. “That's INCTESTNy, 
but I've heard some people Ieel This vive 
other respondents the Opportunity LO CIN 

one side or the other and continue the 


discussion 


The questioning respondent. This person\" Nues 
to ask the moderator tor hi Tee 


s/her OpiIMons And ts 
-k of experience OF CAPCTEs 
Suulcgy, Plead lack Of exper Nee i UA 
on the subsect. (that is nhappror’ te 
acknowledge the situalion | Like 1 agi Ge 
| s, Dull aut 
of course Phave an epion about Us, ie 
purpose today 15 bo find out how you tech |“) 


r to give your opinions 


_ offe 
If necessary er. Another approach 


after the discussion Is OV app 
is to inquire about the thoughts and feelings 


that led to the respondent's questions. Try 
restating the question to the group. 


{ 


Loss of control of the focus 
group 


A skillful moderator will rarely lose control; however, 
amore inexperienced moderator may be quite anxious 
about losing control, and this anxicly may be 
manifested in many ways. Here are some signs to look 
for. 

e Asking leading questions—those that imply the 
moderator already knows the answer. 


* Asking double-barreled questions asking two or 
more questions before giving the respondent a 
chance to answer the first question. 


* Interrupting unnecessarily —culling off a 
respondent in anticipation of his/her answer. 


- Making assumplive statements— the moderator 
infers something nol yel stated by the respondent. 


® Giving advice to a respondent about what he/she 
should do. 


* Changing topics too quickly--not allowing the 
respondent to complete his/her thoughts in one 
area before moving to another. 


A SUMMARY OF KEY STEPS IN 
CONDUCTING FOCUS GROUP 
RESEARCH 


|. Define the subject matter —the research question 
or problem —and specify the research objectives 
Be sure the research findings are actionable and 
relevant to program planning or decision making. 


re the method. Be sure that the objectives of 
seals ar, ae met by conducting focus 

and not by some other type of rese 
Refer to the selection grids. £3 se 


Define the qualifications of the research 
respondents. Be specific. List all of the factors that 
Can iniluence the topic (number and age of 
children in the household. Clc.), and then 
determine which ones are critical for the research 


which respondent variables will affect the research 


Establish homogeneous groups. Determine 


findings, and set up separate groups so thal: 
respondents are similar in terms of the key 
variables. It is advisable to conduct at least two 
group sessions for cach different variable 
Develop the recruiting/screening quesuonnaire, 
In rural areas it may be necessary to have the 
village chief or another knowledgeable authority 
select the group respondents rather than to use a 
questionnaire screcning In such cases it is always 
advisable to have a member of the research team , 
accompany the village leader on recruiting visits to 
be sure the respondents mect the group 
requirements and that the village leader does not 
bias them or reveal too much information about 
the subject matter. 


Select the focus group modcrator and the rest 
of the team. \t may be necessary to have more 
than one modcrator (male and !cmale) and to have 
team._members who arc fluent in different 
languages, who have specilic cultural knowledge, 
and who have specific technical knowledge 
(medical practitioners and/or communication 
specialists, for example). 


. Select supporting materials for the group 


discussion. | may be necessary to use stimulus 
materials to encourage the discussion. Use two 
tape recorders if possible -one as a back-up. 
Select the focus group sites. Be realistic about 
accessibility and receptivily in certain regions. 
Choose sites where a comfortable, quict, private 
group can be sel up. 


_ Select the date, time and Icngth of cach ai 


Be sure there are no conflicts with special days 
ea market days) or with individual activities 
(household chores). 


_ Develop the topic guide. Work with the moderator 


and the rest of the team to develop a carelully 
thought-out topic guide or guides. Be sure only 
questions that relate to the objectives of the study are 
addressed. 

Conduct the focus group. Be sure that all logistics 
are handled in advance and that all members of the 
team — moderator, observer, recorder, etc. --are 
clear about their responsibilities. 


_ Analyze and interpret the focus group findings. 


Reviewing the focus group lapes and constructing 
the report can be done by the moderator, alone or 
In conjunction with another team member. It is 
also advisable to formally present the conclusions 
recommendations and key findings to program . 
management. 


Translate the research results into an action plan, 
Eliminate actions that are nol realistic or feasible. 
pursue actions that are readily implemented and _ 
Involve minimal risk; further research areas of 
uncertainty or major risk. 
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: focus group report generally contains a 
dectnton dt ine key ndings of the research and an in- 
depth analysis of those findings. The final analysis 
requires a high order of skill and insight as well as a 
thorough working eda ole Me See euiiceatist 

rch goals. A good analysis wi 
ee necice ite many afferent patterns that 


and synthesize the rns the 
ee yoed in the research so that they build upon each 
other; the analysis ultimately goes beyond the data. 


STEPS INVOLVED IN 
PREPARING THE FOCUS GROUP 


- REPORT 


Because of the subjectivity of focus group research 
and the use of insight and intuition to interpret it, listing 
the steps of report writing is difficult and somewhat 
artificial. However, the following are sgme uscful 
guidclines: 


|. Determine who will write the report. In 
most cases the modcrator will prepare the 
report; however, some other member of the 
team may be skilled at analysis and 
reporting. If the subject is technical, the report 
may be prepared jointly by a skilled 
researcher and someone with professional 
expertise in the technical area (such as a 
nulritionist or a physician). 

2. Develop a plan for analysis. If the focus 
group research was properly planned, many 
of the components of the analysis are already 
prepared and consist of the following: 


e The background of the research. 


¢ The general purpose of the research and 
the specific informational objectives. 


¢ The methodology and rationale for the 
design chosen. 


¢ Details of the focus group discussion. 
These generally follow the topics on the 
topic guide. 

* Screening questionnaire, self-administered 
questionnaires and any other materials 
presented to the group members, such as 
advertising concepts. 


3. Analyze the group content. Th 
will generally” : i ies 


e Listen again to the cassettes. It is very 
difficult to remember accurately all that 
has been said in the groups. Also, because 
several days usually separate the groups, 
IU IS important to vet a lighter picture of this 
group discussion by re-listening ina 
closer time frame. 


. ae the research findings according 
1 Key areas of interest, These generally 


align with the topic guide. It may also be 
necessary lo separate results by different 
respondent qualifications (€.., users vs. 


non-users) to make the comparison and 
contrast task easier. 

e Identify the different positions or 
dimensions thal emerged regarding each 
key topic area. This may be as simple as 
identifying those who accepted a poster 
and those who rejected it, or it may be far 
more complex. 

e Sum up each of the different positions and 
assess the strength of cach or the degree 
to which each position was held by the group 

, 


members. ; 
© Pullout verbatim phrasvs thal best represent 
cach position 


. Synthesize the group discussion. This is 


the most difficull aspect of report writing and 
the process that requires the most thought, 
lime and skill. 


e Reread the transcriptions or summary notes 
of cach discussion made by the moderator or 
any observers 

¢ Identily the constants that emerged 
regarding cach topic area. (For example, 
mothers’ guilt teclings may be a constant 
thread thal emerged during discussions on 
childhood illness.) 


e Amplify and illuminate these constants 
based upon other findings that emerged in 
the groups, that is, interpret them. (For 
example, the deeree to which a mother fecls 
guilt about her child's illness may be related 
to some other respondent factor or may be 
lied to only certain types of illness.) 

e Identify the differences and divergences in 
each topic arca. Amplily and illuminate these 
positions based on surrounding group 
findings. (For example, respondents may have 
separated themselves by “traditional” vs. 
“liberal” attitudes toward child rearing, or 
three major clusters of concern may have 
arisen regarding the uSe of ORS ) 


e Draw out and synthesize any themes or 
patterns that emerged in the group and cut 
across the topic areas. Attempt to amplify 
and illuminate these patterns based upon 
the surrounding group findings. (For 
example, the clusters or threads of response 
that emerged may be interrelated or tied to 
other demographics or historical respondent 
factors.) 


_ Create an overall, global synthesis of the 


focus groups. This involves the following: 


¢ Spend some time thinking about the major 
objectives of the research and the key 
decisions/actions that are to be taken. 

¢ Based on the summary of the groups’ 
content, address each key objective/action 
area with either key insights, recommendations 
or hypotheses or by Specilying further 
Information needs. These needs may be 
addressed through additional focus groups 
quantitative research or some other means. 


| 


C. MMON MISTAKES MADE IN 


® INTERPRETING FOCUS GROUP 


: 


’ 


REPORT 


_ The most common mistakes by tar in interpreting 
locus groups are the lollowing 


1. Attempting to quantify the focus group 
results. 

2. Taking respondents’ comments al fuce 
value (literally), rather than looking beneath 
the surface. 


3. Failing to synthesize and conceptualize 
findings of discussions. 


Let’s look at each of these common mistakes 
separately. 


Mistake 1: Quantifying focus groups results. 


Focus groups should NEVER be interpreted by a head 
count. It is a/ways inappropriate lo say, “twenty percent 
of the focus group respondents said “or bour 
out o! five respondents felt that _. ' 

Because of sampling bias and group dynamics, such 
statements may not only be inappropriate but may often 
actually be wrong. Misleading conclusions can be drawn 
trom such statements, and bad program decisions can be 
made on the basis of such conclusions. 

Sometimes the focus group researcher will justity a 
quantified analysis because of the large number of 
groups thal were conducted. For example, inone study 
in Latin America, lilly locus groups wilh a total of 430 
respondents were conducted, In this case, the 
researcher probably conducted foe many groups. There 
is no reason to conduct such a large number ot locus 

roups unless (1) the topic under investigation requires 
ooking at many different subsets of respondents 
(different ages, sexes, geographic locations and so 
forth) or, (2) new findings emerged with cach set of 
groups so that the topic guide needs to be revised and 


_ new hypotheses and subtopics are investigated with 


each new round of vroups. 

Unless such circumstances are present, (he more 
appropriate approach would be to develop a quantitative 
questionnaire based upon findings from the tnitial four to 
six focus groups and then to conduct a small survey 
among 300 to 350 respondents. These quantilicd results 
would very likely be nivore valid and usable to program 
managemen! 


Uistake 2: Taking respondents’ comments al 
face value rather than looking beneath the surface. 


Focus groups are a means lo get beneath the 
surface of responses. This is true eedooetd because 
ople often do not know what they really feel about 
subject, and if they do know, they often do not know 
Yow to express it. Therefore, asking the respondents 
directly and interpreting responses literally can Icad to 


misleading results and conclusions. 


‘Sel atae 


Cxample in one country 
condom print ad were beiny e\ aluat 
male locus Croup partic ipants Pr¢ vis WS 
research showed that the Larevel Croup ol 


ser . 
Were not particularly motivated by ad 
pleas lo ‘act responsibly” and 
the other hand. men tound , 


their sell image to be perceived as stror | 
control and the protector of their families — 
be heroes, in a sense 


The focus group research conducted in this 
country revealed that the condom ad concept me 
responded to most lavorably was one in which a 
beaming woman was holding her robust young « 
and declaring what was the English equivalent ot 
“my son the doctor!” In the text of the ad. he won 
presenter praised her husband tor his wisdom and 
his Caring and lor lakine CONMOL OL LAG situation by 
deciding to use a condom to ensure spacing 
between her young child and their next onc. She 
expressed her gratitude toward her husband and the 
contidence she now had that her young child's tuture 
position in lite could be ensured as a resull ol her 
husband's actions. 

Although the focus group participants’ Overall 
reaction to this approach was very positive, We locus 
group moderator then went On to ask the 
respondents, ‘‘Who do you think this ad is directed to?” 
The respondents indicated thal, since the ad 
depicted a woman, it must therelore be directed toward 
a woman. The ad was scrapped by managemen| 
because the largel dudicncee for (he dd \was men 

This is one form of taking the respondent loo 
literally. First, the question that was asked was ilsell 
too literal and direct. A better questioning approach 
might have been to ask “What do you (think this 
woman's husband would be like?” If respondents 
attributed positive, heroic qualities to the husband, (Nk 
advertising concept could have been assessed as 
“on pile fa and effective in positioning the husband 
as hero. If the moderator then went on to ask 
respondents whether the woman's husband was 
“someone they would like to know” or “someone 
like themselves” and then probed “why” in cach case, 
more insight on the effectiveness of the ad In 
achieving its objective could have been gained 
Conversely, had such probing revealed that 
respondents had no impression O! what (his woman's 
husband was like, or that their impression Was I 
some way negative or did not hit upon Ihe correc! 
image or appeal that was intended by the ad, then 
management would have known for sure that the ad 
was nol meeting ils objectives Instead, a potentially 
good ad was eliminated because the wrong respoore 
(the literal one) was taken at face value 


Example: in another country, posters lor d 
family planning product were Deis evaluated 
The poster depicted a well-dressed, Bins 
prosperous and healthy-looking woman During 
the group discussion, reactions to the aire 
were probed. Althou sh respondents reactec o 
her quite positively, they pointed oul that ple 
own personal life was guite different irom io 
hers appeared to be—they did not prec 5 ; 
cared for, prosperous OF healthy Based on thi 
the focus group Moderators initial 
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| | be 
n was that the posters should 
pada more tired-looking 


changed to depict a poor : 
onan so that the target-audience would 


“identify” with her. 
> findings from this ! . 

Lore management and a new lopic aa | 
was developed so that, in subsequent locus Groups, Te 
moderator could distinguish between comme nts 
related to what the respondents idenuilied with in 4 
aspiration, not just in eal Additional probing an 
indirect questions reveale that focus group | 
participants clearly desired the traits that they saw o 
the prosperous-looking woman and, not only that, they 
felt that having fewer, better-spaced children would 
very likely lead to health, prosperity and the time to 
care for oneself as depicted by the woman in the poster. 

Here, the initial interpretation was too literal, An 
effective image (the prosperous woman) could have 
been discarded and replaced by a less effective one if the 
moderator had not probed beneath the surface to obtain 
less direct responses to the issue ol presenter 
identification. Conversely, had this probing revealed that 
the woman's image was simply so far distant from that of 
the respondents that they had no thoughts about her at 
all or that they found the image totally unobtainable, then 
this would have indicated that the image did nol work, 
even as an aspiration for respondents. 


Example: During research to develop a package 
for a family agi product, respondents were 
asked directly, ‘What design do you think is most 
appropriate for a family planning product?” : 
Respondents pointed out that none of the designs 
being evaluated showed a family at all. They then 
went on to discuss family size and indicated that 


ocus group were then 


oo it was ee for families in their culture to have 
“% many chi 


ildren. As a result, a new set of packages 
was designed by the agency, cach of which 
included a family portrait on the front of the 
package. Not ait a respondents indicated 
(at the packet that displayed the largest family 
Was “More appropriate.” 


Herc, respondents were asked to contribute to the 
crelive process ina manner that was far loo literal and 
concrete, As a resull, the behavior thal the program 
Was ailemplting to change (large families) was ~ 
inadvertently reinforced by the package desivn itscll, A 
better approach might have been to sel communication 
objectives for the package (attractiveness, quality 
perceptions, efficacy: perceptions, leclings of safety 
vlc.) and to observe indirectly the way in which 

, Fespondents reacted to the Package. In this way 
mai nicrnent could either contirm or reject the 
ieciiocs. terms Of their ability to meet those design 
_ The above are all examples of mistakes ; 
made through icral rather than Ona aed 
interpretation of focus groups. They also point out 
another common mistake — that of turning the 
respondents themselves into experts. I is almost never 
usclit! task the respondent what is “correct” in a piece 


jp Of advertising, a poster, a package design or some other 
47 form of creative material. The respondents do not Know 
© managements stratcyy, And they should not know it 


_ In attempting to conduct a true conceptual analysis 
it is important for the researcher to keep in mind the | 
following clues: 


What was nol suid is often as Important as 
what was said. 
2. Who said what in the focus group Is often — 
very important. 
3 How much was said about a topic is quite 
revealing 
4. The order in which things were said ts offen 
key in understanding the issue, 
5. The way in which things were said Is 
frequently very important 
The following illustrates several of these key clues. 


In one Asian country, focus groups were conducted 
to examine altitudes toward family planning and family 
planning products. As part of the study, il was 
hypothesized that respondents did not know or 
understand the difference between permanent family 
planning methods (sterilization) and temporary . 
methods of family planning such as pills or condoms. 

First, the focus groups revealed that participants 
clearly knew the.difference between temporary and 
permanent methods. Participants were able to cite in 
detail and with abundance the various methods 
available to them and the pros and cons of cach 
method as they perceived them. The amount of 
spontaneous discussion thal emerged about each 
method and the distinctions that respondents 
spontaneously provided indicated that more 
knowledge was present than had been originally 
hypothesized. 

_ However, the researcher noted that when discussing 
family planning, limiting tamily size was always talked 
about first, before spacing child births. The order of these 
responses was, therclore, significant in revealing that 
methods to limit family size (generally sterilization) were 
thought of first and were understood better by 
respondents. : 

Also, when focus group participants talked about 
the benelits of a small tamily versus those of a well- 
spaced tamily, the way they discussed this topic was 
quite revealing: They spoke concretely of the benefits 
of a small family, gave real examoles and used the 
first person. In comparison, respondents described 
spacing benclits more vaguely, did not cite concrete 
examples and used a third person voice This 
suggvesied that spacing benelits existed more in 
theory for these respondents and that tew models 
existed for them to observe and verily these 
theoretical benefits. 

Also, many respondents argued about the value of 
having a small family versus having a large one, Some 
respondents strongly defended the acceptability of 
having only one child or having only temale children 
while others argued for the “correctness” of a large 
male-dominated family. Therefore, the way in which 
respondents discussed this issue with animation and 
raised voices, delending positions, risking 
disagreement and argument by other er Muy) 
members -- suggested that the respondents were doine 
more than simply giving lip service to nontraditional. 
views. 

And of course who makes what comment ain a locus 
group IS also revealing. This is obvious when a 
dominating rUSP MdCAEIS The head ot the hamuly 
planning vroup ina small village and is making Most ot 


the pusitive comments related to family planning. One 
must put these comments in perspective. On the other 
hand, when a shy respondent linally speaks up ina 
group to delend a particular position, it is lairly sale to 
assume that this respondent leels quite strongly about 
What he/she has said, and this should be putin 
perspective also 


Mistake 3: Failing to synthesize and conceptualize 
the findings tha teews group. 

This mistake often comes about as a result of lack of 
rigor (often reterred to as laziness) on the part of the 
researcher and also from a lack of clarity about what 
the broad objectives of the research are and how the 
research ts to be applied 

Respondents will nod spontaneously speak in a way 
that answers the big questions ManavyeMent Is 
concerned with Conversely, respondents will 
generally go oll on tangents or give too much detail on 
some subjects and not cnouvh on others. It is the 
responsibility of the researcher to sift through all of 
these comments, hivhlight what is important and 
develop a clear picture and recommendations tor 
Management. 

Therefore, in reviewing the transcripts or tapes of 
focus groups, the researcher looks for threads that run 
through all of the groups conducted in the series. It 
often helps for the rescarcher to label these threads so 
that itis casier to contrast and compare them and tor 
Manavement to understand them 

Forexample, aller Hstening toa series Of sroup 
discussions on family planning methods, the 
researcher in one Alrican study was able to see that 
method choice was lareely determined by tour key 
variables: convenience, salely, accessibility and 
perceived elfectiveness. These tour clusters were then 
described fully and key respondent quotes were used to 
exemplity cach cluster lor management It was then 
necessary tor the researcher to look further and lo 
determine whether some specitic subdimensions 
existed within cach of the lour mayor ones. The 
researcher determined, lor example, that convenience 
was discussed in terms of several subdimensions: (1) 
ease of use, (2) portability and (3) case of obtaining. 
Significant respondent quotes were cited lor cach ol 
these subdimensions and cach was described tully by 
the researcher. Further analysis led the researcher to 
create even deeper subdivisions. For example, the 
researcher determined that “case of use” was 
mentioned by respondents to imply (1) casy to apply, 
(2) easy to remember, (5) casy to store and (4) casy to 
dispose of 


a ve ry aC ge 
Once the researcher had pulled together the many 


diverse respondent comments in a way that made it vas 


lor Management to understand them the pros and oor 
ol each of the identified dimensions and methods. s 
compared and contrasted. The contrasts between ‘“ . 
and non-user comments Were illuminated to make the 
lindings even more understandable to management 

This process of identifying and labeling the threads 
dimensions, or themes of a lopic is done to aid | 
understanding and to help the report reader or 
Management grasp the threads of discussion in awa 
that is integrated rather than scaltered. It should neue 
be done as an end in itself, But once done and 
highlighted by quotes trom respondents, it serves to 
bring the consumer to life for management. 

The final slep is, of Course, to conduct an overall 
global synthesis that leads directly to management 
actions, recommendations, and insights. 


THE STRUCTURE OF THE FOCUS 
GROUP REPORT 


The final focus group report will generally follow 
logically from project planning and the analytic plan, 
The report will generally consist of the Tollowing 
sections: 

e Executive Summary 

e Background 

e Objectives 

e Methodology 

e Disclaimer (explains the limitations of 

qualitative research and cautions againsl 
projecting results) 

e Findings 

e Conclusions and Recommendations ! 

e Appendix 

— Moderator’s Topic Guide 

— Screening Questionnaire | | 

— Any Self-Administered Questionnaires 
— Stimulus Materials . 


Special Note: The key to analysis and reporting Is to 
remember that focus groups are not quantitative and 
although it is often useful to report the degree ol 
intensity or consensus thal was reached papi : 
topic, focus group findings should not be counted oF 


quantified. 
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